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THE NATIONAL NEWSPAPER OF MARKETING : 


Stiff Tax on Consumer Advertising 
to Curb Spending Urged in Congress 


Dorrance-Waddell 
Files Petition 
in Bankruptcy 


Explains Resignation 
of Key Figures; Biggest 
Creditor is Cashman 


New York, April 5—Last week 
ADVERTISING AGE carried a news 
flash reporting the resignation 
from Dorrance-Waddell Inc. of 
Eugene Waddel!, executive vice- 
president, and William Bonyun, 
director of marketing, effective 
March 30. No reasons were given. 
Here’s the rest of the story: | 

On March 30 a voluntary peti- 
tion in bankruptcy was filed by 
the agency, which listed liabilities | 
of $59,073 and assets of $22,375. | 

Biggest single creditor in a list) 
of more than 50 is John A. Cash- | 
man, president, who held a note 
for $30,000. Mr. Cashman became | 
president following the resignation 
of Dick Dorrance from that office 
on March 9. Mr. Dorrance, who left 
on a European vacation, held 40% 
of the stock, Mr. Waddell another 
40%, and Mr. Cashman 15%. 


| ing—see Page 8] 


e@ Mr. Cashman told AA today 
that the basic reason for the com- 
pany’s failure was its “inability to | 
pull in new business.” He explain- 
ed the agency was lopsided in the 
direction of creative people, with 
not enough “livewire salesmen.” 
The agency specialized in package 
goods and general accounts and 
handled merchandising and pro- 
motional service. Prior to Nov. 1, 
1950, it was known as O’Brien & 
Dorrance. Harry F. O’Brien left 
to set up his own consulting de- 
sign service. ; ; 

Mr. Cashman said ways of re- 
organizing and recapitalizing the 
agency were discussed at a meet- 
ing on March 28. These hinged on 

(Continued on Page 65) 
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Voice of the Adver- 


Kieaeeaneent 12) 


Editorials 


| April’ in Washington as far as the 


{Editor’s Note: “Talk about 
Black Friday,” memoed AA’s 
Washington editor at the end of 
his file Friday—“this was ‘bloody 


ad business is concerned.” In ad- 
dition to the suggestion that ad- 


vertising be taxed, as reported! 3 


here, and the tough exposition of 
the course FTC plans to follow, as 
reported in the right hand columns 
of this page, Washington made fur- | 
ther ad news when the Civil Aer- 


|onautics Board adopted a new 


ruling about “influence” advertis- | 


WasuincTon, April 3—Staff ex- 
perts who advise members of the 
Congressional Joint Committee on 
the Economic Report contended 
today that a stiff tax on consumer 
goods advertising would be one of 
the most desirable steps to be 
taken in fighting inflation. 

The plan to curb advertising was | 
one of many proposals suggested | 
by the staff to dampen consumer | 
and industrial buying, and to put 
the federal government on a pay-| 
as-you-go-basis. 

Other portions of the staff docu- 
ment dealt with methods of cutting 
federal spending. One recommen- 
dation called for a balanced postal | 
budget, “preferably by giving the 
President authority to set rates 
to reduce the deficit to an amount) 
represented by services to govern- | 
ment (airline subsidies would be} 
eliminated) .” 


es In proposing a tax on advertis- 
ing—staff members suggested that 
the rate be 20% to 25%—sponsors 
pointed out that an increasing 
amount of advertising continues 
to spur consumers on to additional 
spending. 

“This is obviously not the time) 
to whip up inflation further by) 
stimulating consumer buying, nor 
is it a time for making still worse 
the already grave shortages of so 
vital and critical a material as 
newsprint or woodpulp,” the ana- 
lysis argued. 

While the memo was printed by 
the committee as an appendix to 
the committee’s own comments on 
the President’s economic program, 
Sen. Joseph C. O’Mahoney (D., 
Wyo.), the committee chairman, 
carefully pointed out “that neither | 
the committee nor the individual 


mitted to any of the views.” 
Sen. Robert A. Taft (R., O.),| 

another committee member, issued | 

a separate disclaimer, stating: co 


members are in any way red Louis Weinberg Jr., president of Kitchen Art, said that final media de- 


wish to make it clear that I do not Nesco Account Moves to Needham, Louis & Brorby 


approve many of the conclusions 
reached by the committee staff.” | 


| 
| 


5 @ On their own part, members of) 


the joint committee were content| 
to endorse a program of rigid price | 
and wage controls, pay-as-you-go | 


spending and government economy | American Family, Chicago, food store-distributed magazine, has been 


as the basic program for a fight 


against inflation. The committee | 


said that it not only endorsed de-| signed recently and is now on vacation. 


fense on a pay-as-you-go basis, | 


%| but also was willing, if necessary.) ¥&R’s McCaffrey to Join Anderson & Cairns 


--52' “that the defense garment should | 


be cut to the revenue cloth.” 


Here’ Exe ae tor that important 


| 


TIME TO CHANGE—Esso Standard Oil 
Co.'s spring campaign, appearing in more 
than 700 daily and weekly newspapers, 
will use ads like this to feature the annual 
spring oil change and lubrication. Also, 
commercials will be used on all radio 
stations carrying Esso Reporter news and 
commercials on Alan Young’s TV show. 
McCann-Erickson is the agency. 


House Postal 
Hearing Moves 
into Last Lap 


Committee Members 
Charge Publishers 
Are ‘Holding Back’ 


WasHIncTon, April 5—In a series 
of stormy meetings this week, 
senior members of the House post 
office committee chided publishers 
for “holding back” on postal rate 
increases. 

Representatives of the “Emer- 
gency Committee of Small and) 
Medium-Size Magazine Publish-| 
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P TC Takes ‘Liver’ Out 
of Carter Pills‘ Name 


Won't Allow Advertising In Which Word Is Used; 
Carson Statement Plots Future Commission Course 


Washington, April 5—In one of the toughest, most hard-boiled 


_ decisions ever handed down by the body, the Federal Trade 
|Commission yesterday in essence took the trade name away 
| from Carter’s Little Liver Pills. 


In addition, the unanimous FTC decision was accompanied by 


a statement by Commissioner John Carson, approved by the 
other commissioners, which made it clear that FTC has every 
intention of becoming more militant in its handling of advertis- 


ing cases, and the advertising of laxatives in particular. 


Zenith Officials 
Pleased by Results 
of Phonevision Test 


Cuicaco, April 3—Zenith Radio 
Corp. officials say they are pleased 
by the enthusiastic response to 
Phonevision on the part of the 300 
families in the Chicago panel. 

The much-heralded 90-day test 
wound up March 31. However, a 
detailed report on the experiment 
may not be presented to the Fed- 
eral Communications Commission 
for several weeks. Zenith plans 
to make an exhaustive analysis 
of the results. 

Although the number of test 
panel members who watched the 
pay-as-you-see motion pictures 
during January was high, there is 
a tendency to discount data for 
the first month because of the 
novelty factor. During the first 
week, for example, almost half of 
the panel families watched each 
movie. 


es During the last two months, an 
average of almost one-fourth of 


ers,” the National Editorial Assn.,| the families on the panel signed up 
American Agricultural Editors! for every movie shown. There was 
Assn. and Curtis Publishing Co. some variation, of course, depend- 
offered to accept 25% to 30% rate ing on the quality of the individual 
(Continued on Page 68) ' (Continued on Page 65) 


s 

Last Minute News Flashes 

Deepfreeze, Kitchen Art Foods to Roche, Williams 
Cuicaco, April 6—Deepfreeze Appliance division of Motor Products 
Corp., North Chicago, Ill., and Kitchen Art Foods (Py-O-My mixes), 
Chicago, have switched their accounts from Le Vally Inc. to Roche, 
Williams & Cleary. According to B. G. Sanderson, Deepfreeze general 
sales manager, the company has budgeted $1,700,000 for the fiscal 
year and probably will use newspapers, magazines, TV and radio. 


cisions have not yet been made. Rhoades V. Newbell, formerly vice- 
president of Le Vally Inc., has been appointed vice-president of Roche, 
Williams & Cleary. 


Cuicaco, April 6—Nesco Inc. will shortly announce its appointment 
of Needham, Louis & Brorby to handle its advertising. The company 
manufactures electric roasters and decorated kitchen and galvanized 
ware. The account is now handled by Roche, Williams & Cleary here. 


‘Better Living’ Names Lokensgard Ad Director 
New York, April 6—Melvin O. Lokensgard, formerly publisher of | 


named advertising director of Better Living, New York, likewise dis- 
tributed in food stores. Mr. Lokensgard succeeds Roy Wright, who re- 


New York, April 6—James J. McCaffrey, space buyer at Young & | 
Rubicam, will join Anderson & Cairns in mid-April, reportedly as head | 


This last drew a hearty dissent | space buyer. 


(Continued on Page 65) 


(Additional News Flashes on Page 69) 


The commission found that 
Carter’s Little Liver Pills “have 
/no therapeutic value in the treat- 
;/ment of any condition, disorder 
or disease of the liver” and ordered 
Carter Products Inc. to stop dis- 
seminating advertisements in 
which the word “liver” is used 
in the trade name of the product. 

The complaint was filed May 28, 
1943; 142 days of hearings were 
held and 10,647 pages of testimony 
taken. The case had to be reargued 
three times because of the turn- 
over of commissioners. 


s Use of the word “liver” in the 
trade name, the FTC said, repre- 
sents falsely that the product “will 
have some therapeutic action. . .on 
the liver,” and “only excision of 
the word ‘liver’ from the product 
name will serve to eliminate the 
deception engendered by its use.” 

The order also prohibits adver- 
tising claims that the product has 
any therapeutic value other than 
the temporary relief afforded by 
an irritant laxative compound, and 
prohibits advertising claims cover- 
ing the most sweeping category of 
general claims, unless they are 
specifically limited to “such tempo- 
rary relief therefrom as may be 
afforded by an evacuation of the 
bowels in those cases in which 
such symptoms or conditions are 
associated with and caused by con- 
stipation.” 


s Terms which,come under the 
ban include: 

The treatment of headache, ugly 
complexion, bad breath, coated 
tongue or a bad taste in the mouth, 
or for those conditions in which an 
individual feels “down-and-out,” 
“blue,” “down-in-the-dumps,” 
“worn out,” “sunk,” “logy,” “de- 
pressed,” “sluggish,” “all-in,” “list- 
less,” “mean,” “low,” “cross,” 
“tired,” “stuffy,” “heavy,” “miser- 
able,” “sour,” “grouchy,” “irrita- 
ble,” “cranky,” “peevish,” “fagged 
out,” “dull,” “sullen,” “what’s-the 
use,” “bogged down,” “grumpy,” 
“run-down” or “gloomy.” 


s For what consolation it may be, 
the commission dismissed the 
charge that Carter’s ads are false 
for the further reason that they 
fail to reveal dangers in the pres- 
ence of appendicitis symptoms, 
and also the allegations that Carter 
falsely represented calomel as a 
drastic and dangerous laxative 
compound. 

The FTC did not cite Street & 
Finney, the agency, because it said 

(Continued on Page 70) 
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Less Expensive Types of Commercials 


Now Used by Many More TV Sponsors 


New York, April 6—The cost of 
filmed TV commercials, like every- 
thing else, has been going up dur- 
ing the past nine months, but ad- 
vertisers have modified the price 
rise somewhat by foregoing some 
of the elaborate production tech- 
niques used during the early days 
of video. 

This is the inference made in the 
latest study of film commercials 
for TV by Ross Reports. 

Wallace A. Ross, publisher of 
the study, comments: “Stop motion 

the moving of objects, position 
to position—is still the most costly 
technique, with considerations in- 
volving the degree of complexity 
of backgrounds, the ‘terrain’ over 
which the objects are moved, etc. 
Those original Lucky Strike 
marching cigarets (reported at 
$7,500 per film) are still held in 


awe by most producers. The trend 
seems away from such lavish pro- 
duction to a form combining live 
action with stop motion or anima- 
tion.” 

A single one-minute announce- 
ment, employing stop motion, runs 
from $5,000 to $7,500, variance de- 
pending on the effect required. 


@ The study covers commercials 
filmed for national advertisers by 
77 producers in New York, Los 
Angeles and Chicago. Detailed in- 
formation is presented on 3,250 
one-minute commercials. 

Among the data included: cross- 
check list of announcements by 
products, showing agency, length, 
type, number and producer; list 
of agencies with accounts using 
film commercials; list of producers 
with advertisers for whom they 


have filmed commercials together 
with equipment and facilities and 
charges of each company. 

None of the lists, of course, is all 
inclusive, but they are lengthy 
enough to be representative. 

Forty-five per cent of the com- 
mericals analyzed fall into the live 
action category. This means they 
use real people to dramatize a story 
about a product or demonstrate or 
endorse it. This type of minute 
spot currently can be produced in 
New York for $1,000 to $4,000 
each, according to Ross. When 
made in a series, the 20-second 
length can be turned out for about 
60% of that. 


e Top quality, cartoon-type ani- 
mation runs into the thousands, 
but “producers catering to the 
lower budgeted advertiser find 
that using fewer drawings, optical 
shooting, and limited animation 
generally can cut costs anywhere 
from a third to a half with an ef-| 


Advertising Age, April 9, 1951 


CHEMICAL REACTION—Here are Walter Boone, Dow Chemical Co.; Elwood Myers, 


Victor Chemical Works; J. Millord Hooker, 


Dow Chemical, and Marcy Osborne, of 


B. F. Goodrich Chemical Co., at the ANA convention. 


in this report, compared with 55 
in his last on the subject, pub- 
lished in June, 1950, finds that the 
field of filming television commer- | 
cials is proving to be the happy) 


fective selling job achieved,” the | hunting group for small compan-| 


report declares. 


Mr. Ross, who lists 77 producers | Hollywood or in industrial films. 


4 


ies, manned by people trained in| 


Some of the older, more estab-| 
lished commercial film houses, | 
though they still bid on TV com-! 
mercials, are not so eager as they | 


}once were for this type of work, | 


preferring to stick to commercial | 
movies or government documen- | 


| taries, the researcher pointed out. 


Mr. Ross said many of the new | 


| producers who got into TV in the 


| He believes his list of 77 to be “at} 


"|, . just pin-money. Make my big dough selling all 
lowa through the Des Moines Sunday Register.” 


Can't tell you where he got the * 


to something even better! 


‘horn”—but can tip you off 


The lowa market is two ways wonderful. It's absolutely 
tops in farm income—better than big cities like San Fran- 


cisco or Boston in urban buy 


ing. Total state spending 


booms along at a big 5 billion plus per year! 
You can tap this whole statewide market of 242 million 
people—cover 75% of all lowa’s buying families through 


the Des Moines Sunday Register. This one great paper 


covers the entire state better, more thoroughly than most 
papers cover a city! Coverage in 86 out of the 99 counties is 


50% to saturation—at least 25% 


for a milline rate of $1.77. 


© in the 13 others! All this 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1950: 


Daily, 372,133—Sunday, 536,707 


THE Des MOINES REGISTER anv [RIBUNE 


Gardner Cowles, President 


Represented by: 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley—tos Angeles, San Francisco 


|ninth annual awards competition | 


| early days have already folded or) 
| 


been absorbed by other companies. | 


least on the road to a profitable 
existence.” 


Chicago Adclub Sets Contest 


Closing date for entries in the 


of the Chicago Federated Adver- | 
tising Club has been set for April | 
23. Awards will be given in the| 
following classifications: general} 
magazines; business papers; farm 
papers; newspapers; outdoor and! 
transportation; direct mail; point 
of purchase; radio, and television. 
All advertisers, agencies, radio and 
TV producers, printers, lithograph- 
ers, engravers, art studios and 
typographers located within a 50- 
mile radius of Chicago are eligible 
to enter the competition with 
material produced between April 
1, 1950, and March 31, 1951. 


Distributes Ad Mat Book 

Williamson-Dickie Mfg. Co., 
Fort Worth, manufacturer of 
matched work uniforms, is distrib- 
uting the 1951 edition of its dealer 
newspaper mat book, which con- 
tains 39 different mats, plus 11 ra- 
dio spots. 


Libby Frozen Food 
Line Goes to BBDO 


Cuicaco, April 3—With the an- 
nouncement yesterday that Libby, 
McNeill & Libby has appointed 
Batten, Barton, Durstine & Osborn 
to handle its frozen food line, re- 
alignment of the Libby advertising 
agencies has been completed. 

Foote, Cone & Belding was ap- 
pointed to handle the company’s 
pineapple products earlier this 
year. 

All other Libby advertising, in- 
volving the most substantial seg- 
ment of the Libby budget, contin- 
ues with J. Walter Thompson Co., 
which has served the account for 
48 years. 

Libby, McNeill & Libby places 


|its Canadian advertising through 


McConnell, Eastman & Co., and 
N. W. Ayer & Son handles local 
advertising for the packer in 
Hawaii. In addition, the company 
has various agencies handling ex- 
port advertising in Cuba, Vene- 
zuela, England, on the European 
continent, etc. 

The frozen line, a fairly recent 
addition to the Libby line of prod- 
ucts, now consists of 23 items of 
juices, fruits and vegetables. 
BBDO was awarded the account 
in a neck-and-neck competition in- 
volving five finalists. 


Mode O'Day Signs TV Show 


Mode O'Day Corp., Los Angeles, 
women's ready-to-wear garment 
chain, has signed to sponsor a 
twice-weekly child psychology dis- 
cussion program on KECA-TV, 
Los Angeles. The program will be 
telecast Tuesdays and Thursdays 
from 2:30 to 3 p.m. Caples Co., Los 
Angeles, is the agency for the 
company. 


Here is the Biggest Hunk of 
the U. S. that 27c’ can Buy! 


Key to The Fabulous Southwest 


@ 75th city of the nation. 

@ Largest city between Fort Worth, 
ren mete 4 Denver and Sen An- 
tonio. 

@ Effective Buying Income: 
$670,883,000. Gain $434,200,000 
over 1940. 


@ Circulation—97%, within ABC 
City and Retail Trading Zone. 

@ 49%, family coverage in 26 coun- 
ties of West Texas and New 
Mexico. 

@ Retail sales, $521,572,000. Gain 
of $359,172,000 over 1940. 


*#TWO SEPARATE NEWSPAPERS—One Low Rate BUYS BOTH 


El Paso Herald-Post 
A Scripps Howard Newspaper 
Evening 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


NO OTHER NEWSPAPERS COVER THIS MAJOR MARKET 


Write For Free Copy of “The 


Fabulous Southwest” Booklet 
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GH your best bet 
to Fell em and 
_ Selfem / 


years old... in the 


prime of life... and still growi 


THATS RAOIO / 


EVERY SURVEY PROVES: There are 2,000,000 MORE radio homes 
today than ever before! To sell your goods or services in the Far West, 
use NBC Pacific Coast Network, which reaches more homes... 
MORE ECONOMICALLY than any other medium your dollars can buy! 


On the fast growing West Coast (Washington, Oregon, Cali- 
fornia) four cities have television. To cover these states and 
cities, the strongest media combination in all advertising is the 
joint use of radio and TV! 

If such a combination is too rich for your budget, no other 
single medium offers the mass coverage and penetration of radio! 


Your selling message on the NBC Pacific Coast Network will 
reach up to 83.5% of all the radio families on the Pacific Coast! 
No other advertising medium can offer such mass coverage of 
this rich market. 

What’s more, you'll be interested to know that your adver- 
tising dollar now goes further on NBC Pacific Network. Cost 
per 1000 radio homes for nighttime radio is down 15% compared 
with 1944...daytime rates are down 33%! These are the LOWEST 
rates per 1000 radio families on the West Coast! 

Choice network time can now be purchased on the NBC 
Pacific Coast Network to carry your sales story to millions of 
eager listeners. And if you don’t think radio is doing a terrific 
selling job, let our sales representatives give you the “case 
history” facts. Consult your nearest NBC Sales Office today. 


WESTERN NETWORK— NATIONAL BROADCASTING COMPANY 


HOLLYWOOD © SAN FRANCISCO * CHICAGO * NEW YORK 


A Division of Radio Corporation of America 
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Motion Displays, Testing Stressed 
af Annual Point of Purchase Meeting 


New York, April 4—Features of 
the 5th annual exhibit and sym- 
posium of the Point of Purchase 
Advertising Institute April 3 and 
4 at the Waldorf-Astoria Hotel in- 


cluded: 

1. An estimated attendance of 
14,000 viewed the 53 exhibitions. 

2. Emphasis at this year’s show 
was on motion displays. 

3. An address at the annual 


, ers to make point of purchase ad-| 
| vertising more effective stressed 
four points: 

| | 
|@ 1. Pretesting with retailers be- 
| fore quantity production. | 
| 2. Simplicity of art and copy. 

3. A 50-50 division on whether 
displays should be permanent or 
short-lived. Most of the retailers 
who use outdoor displays wanted 
permanent fixtures, while retailers 


John M. Palmer 


Edw. K. Whitmore 


luncheon today by Thomas H. Who depend on indoor displays) aphout $500,000,000 for point of 


| easily changed fixtures. 


< | Beck, manager of Knapp Founda-| f@vored less expensive and more | purchase advertising, and that the 
r 1] u | tion and former chairman of Cro- ’ trend is growing toward more in- 
| well-Collier Publishing Co., who) 4. Greater use of displays that| tensive use of point of purchase 


| 
The farmer in the South has a, 
daughter (and a wife), and money | 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all | 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 


SOUTHERN FARMER 


737 N. MICHIGAN AVE., CHICAGO 114, ILL 


emphasized 
point of purchase advertising in 
standardizing marketing in the 
U.S. during the past 50 years. 

4. Emphasis by a panel of re- 


ucts. In this connection, it was) 
pointed out that experience has} 
demonstrated that, unless eae 
help to make goods readily ac- 


the importance of enable customers to handle prod-| displays to support national ad- 


vertising in other media. 

Carl V. Haecker, display director 
of RCA-Victor, outlined four steps 
necessary for successful sales pro- 


tailers that manufacturers should Cessible to customers, the effective- | motion: (1) intelligent planning; 
test their point of purchase dis- €SS of the displays is materially| (2) aggressive advertising; (3) 


plays before forcing them on re- 
tailers. 


lessened. 


analysis of local markets and 
proper sales timing; and (4) team- 


5. Reelection of incumbent offi-| s About 1,400 persons attended| work between manufacturer, dis- 


cers. 
The panel of retailers on what 


tive director of Popai, said that) 


| the luncheon. J. K. Gould, execu- | tributor and retailer. 


Mr. Beck reminisced about his 


manufacturers should give retail- American business spends annually ' business career and declared that 


no more than 


Detroit market 
The Detroit Times 
covers HALF 


the families. 


the only markets 
that justify 
i “one paper buys” 


are places that have 


one newspaper — 
and those usually require 
some auxiliary media — 


in the great and growing 


You're missing something 
if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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| without point of purchase advertis- 
ing standardized marketing in this 
country would have been impos- 
sible. He urged his hearers not to 
forget that the essence of success- 
|}ful selling is to appeal to the 
| senses. “People want to see, feel, 
| taste, smell and, in some instances, 
hear a product for themselves. 
Keep your selling on that level, 
and you can’t go too far wrong.” 


s Officers of Popai reelected in- 
clude: John M. Palmer, Palmer 
Associates, chairman; E. K. Whit- 
more, Oberly & Newell Litho Corp., 
president; Walter J. Ash, Consoli- 
dated Litho Corp., Ist vice-presi- 
dent; George P. Hughes, Kindred 
McLean & Co., 2nd vice-president; 
Herbert Zipprodt, Herbert Zip- 
prodt Inc., Chicago, western vice- 
president; Harry Fenster, I. Fen- 
ster & Sons, treasurer; and J. 
Kingsley Gould, executive secre- 
tary. 

Newly elected directors include: 
Elmer W. Framberg, Chicago Card- 
board Co.; George P. Hughes, Kin- 
dred McLean & Co.; M. Ullman, 
L. A. Goodman Mfg. Co., Chicago; 
Carl Male, W. L. Stensgaard & 
Associates, Chicago; W. Melish 
Harris, W. Melish Harris Co. 

Also Fred Schneller, Lever 
Bros.; W. P. Lillard, General Foods 
Corp.; Carl Rupprecht, Under- 
wood Corp.; Elon Borton, Adver- 
tising Federation of America; Wm. 
N. Farlie, Esso-Standard Oil Co.; 
Murray Koff, Seagram Distillers 
Corp.; W. E. Sawyer, Johnson & 
Johnson, New Brunswick, N. J.; 
Carl Haecker, Radio Corp. of 
America, Camden, N. J.; and Ralph 
Head, Batten, Barton, Durstine & 
Osborn. 


Wilson, Johnson, 
Other Top Brass 
to Talk to Editors 


WaAsHINGTON, April 5—Charles 
E. Wilson, director of defense mo- 
bilization; Eric Johnston, economic 
stabilization administrator; and 
Michael DiSalle, head of the Office 
of Price Stabilization, head a list 
of top government brass who will 
talk before the National Confer- 
ence of Business Paper Editors at 
a meeting here April 11-12. 

The group is composed of editors 
of business papers affiliated with 
the Associated Business Publica- 
tions. 


s Others who will present off-the- 
record discussions for the benefit 
of the editors include Senator John 
Sparkman, Alabama; Dr. James 
Boyd, head of Defense Minerals 
Administration; Manly Fleisch- 
mann, administrator, National Pro- 
duction Authority; Sen. Paul H. 
Douglas, Illinois; Mrs. Anna 
Rosenberg, Assistant Secretary of 
Defense; Dean Acheson, Secretary 
of State; and Hugh Clegg, assistant 
director, Federal Bureau of Inves- 
tigation. 

In addition, the editors will be 
given a military orientation session 
at the Pentagon. 


Gundlach Names Ruhl 

Robert C. Ruhl, director of the 
agency division of G. P. Gundlach 
& Co., Cincinnati, consultant for 
the dairy industry, has been named 
to head the company’s field con- 
sultant service in the Southeast. 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 
of information .. . 
condition young 
minds to the realities 
of everyday living... 
increase their under- 
standing of science, 
people, literature, 
history, politics .. . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


ational 
Comics 


Oroup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Richfield Oil Starts Drive 


Richfieid Oil Corp. of New York 
has launched a spring drive stress- 
ing “longer car life.” The theme 
will be promoted via service sta- 
tion banners and announcements 
on radio newscasts by Larry 
Lesueur and Charles Collingwood, 
over 40 CBS stations. Richfield al- 
so is offering a 50-50 newspaper 
and local radio co-op deal to in- 
dependent distributors from Maine 
to the Carolinas. Morey, Humm & 
Johnstone, New York, is the agen- 
cy. 


Consultant Concern Adds 4 

F. Newton Parks, James A. New- 
man, Robert I. Hale and H. Ferris 
White have become partners in 
Booz, Allen & Hamilton, New York, 
management consultant. 
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ABP Awards Given to Six Companies 
for the Best Industrial Ad Campaigns 


(Picture on Page 56) 

PirtssurGH, April 6—Awards for 
the outstanding industrial adver- 
tising campaigns in the ninth an- 
nual competition sponsored by As- 
sociated Business Publications 
were made at a meeting of the 
Industrial Advertising Council 
here yesterday. 

Six companies were awarded 
bronze plaques as first prizes in 
the six divisions of the competi- 
tion, and 18 certificates of merit 
also were awarded. ‘ 

A feature of this year’s prize- 
winning campaigns was good copy 
work, and a trend toward better 
layout, art work and typography 
also was apparent. 

First-place winners in each di- 
vision, selected from some 500 en- 
tries, were: 

Division 1. Advertising of con- 


| struction and engineering mate- 


rials—E. L. Bruce Co., Memphis; 
agency, Greenhaw & Rush, Mem- 
phis. 

Division 2. Advertising of pri- 
mary and process materials—F. H. 
Woodruff & Son, Milford, Conn.; 
agency, More & Beckham, Green- 
wich, Conn. 

Division 3. Advertising of fab- 
ricating parts and materials, con- 
tainers and packaging supplies— 
Aluminum Co. of America, Pitts- 
burgh; agency, Fuller & Smith & 
Ross, Cleveland. 

Division 4. Advertising of ma- 
chinery and equipment—Ohio 
Crankshaft Co., Cleveland; agen- 
ey, Carr Liggett Advertising, 
Cleveland. 

Division 5. Advertising of oper- 
ating and maintenance parts and 
materials—American Steel & Wire 


Co., Cleveland; agency, Batten, 
Barton, Durstine & Osborn, Pitts- 
burgh. 

Division 6. Institutional adver- 
tising and advertising of services 
--Tile Council of America, New 
York; agency, Fuller & Smith & 
Ross, New York. 


e E. L. Bruce Co. used four colors 
in the award-winning campaign 
for its Bruce block hardwood 
floors. One ad reproduced a fully 
furnished living room to show 
readers exactly how a Bruce block 
floor looks. Four brief, easy-to-| 
read paragraphs of copy stressed 
the product’s advantages. 

F. H. Woodruff & Sons, seed} 
grower, used simple ads _ with 
large illustrations with catalog 
caption style copy in its campaign. 
A representative ad used a head- 
line “Woodruff seed for a better | 
crop of peppers,” followed by a/ 
picture of the peppers which oc- | 
cupied half the page. 

Alcoa used spreads with three | 
colors—black, blue and aluminum. 
Half of one ad from the campaign | 


Champion-owned lorest preserves, pulp 


mills, clay mines and chemical plants 


insure that manulacturing schedules are 


maintained and deliveries of Champion 


paper are dependable. In times of short- 


age, the « omplete integration of Champion 


produc tion is reassuring to our customers. 


REPRINTS 


Mhatever Your Super Publem... Hts ali hallenge te Champion { 


RE PHN 
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THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta, Dallas and San 


Francisco. Distributors in every major city. 


| example: 


| anapolis, no 


iN. ¥., 
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is devoted to “doodles” of extruded 
shapes, topping a brief message, 
“You can design almost any shape 
in Alcoa aluminum extrusions.” 
A coupon in the ad offered (1) a 
booklet showing the design poten- 
tials of aluminum, and (2) a pa- 
per weight made as an aluminum 
extruded shape. 


@ Ohio Crankshaft Co. (Tocco) 
for years has been producing some 
of the nation’s best industrial ad- 
vertising. Tocco gets more facts 
and figures into one ad than many 
advertisers get into an entire cam- 
paign; yet they do it without 
crowding. 

One ad from the current series 
stopped the potential customer 
with a headline that read: “Costs 
cut 94%,” and then went on to 


| tell how the saving resulted when 


heat treatment of a corn harvester 
part (pictured) was changed from 
carburizing to Tocco-hardening. 

American Steel & Wire Co. made 
its campaign effective with well 
written case histories. Headlines 
and copy are quite readable. For 
“Tiger brand elevator 
ropes travel 134,000 miles in Chi- 
cago’s Field building...over five 
times around world...A set of 
ropes on a New York elevator ran 
up a total of 129,000 miles.” 

Tile Council of America, repre- 


| senting 18 tile producers, had the 


job of increasing the use of tile in 
America’s homes. The council did 
most of its selling by means of pic- 
tures and not too much copy. One 
two-color ad used cheesecake 
tastefully, showing Hollywood's 
Jane Wyatt in a spic and span tiled 
kitchen. 


|@ Merit award winners, and the 


agencies preparing the campaigns, 
were: 
For advertising of construction and en- 


gineering materials: Detroit Steel Prod- 
ucts Co., by Fuller & Smith & Koss; 
Hunter Douglas Corp., New York, by 


Doyle, Dane, Bernbach Inc.; Koppers Co., 
by Batten, Barton, Durstine & Osborn 
For advertising of primary and process 
materials: Metals and Controls Corp., 
general plate division, Attleboro, Mass., 
by The Blaine Co.; Eli Lilly & Co., Indi- 
agency; Owens-Corning 
Fiberglas Corp., textile products division, 
New York, by Fuller & Smith & Koss. 
For advertising of fabricating parts and 
materials, containers and packaging sup- 
plies: Geometric Stamping Co., Cleve- 
land, by Carr Liggett Advertising; Ladish 
Co., Cudahy, Wis., by Cramer-Krasseit 
Co.; United States Steel Co., Pittsburgh, 


by Batten, Barton, Durstine & Osborn 


For advertising of machinery and equip- 
ment: Westinghouse Electric Corp., Pitts- 
burgh, by Fuller & Smith & Ross; Ameri- 
can Steel & Wire Co., Pittsburgh, by 
Batten, Barton, Durstine & Osborn; L 
C. Smith & Corona Typewriters, Syracuse, 
by Cunningham & Walsh. 

For advertising of operating and main- 
tenance parts and materials: Standard 
Oil Co. (Ind.), Chicago, by McCann-Erick- 
son; M. B. Skinner Co., South Bend, 
Ind., by Jones & Taylor & Associates. ; 
Armstrong Cork Co., Lancaster, Pa., by 
Batten, Barton, Durstine & Osborn 

For institutional advertising and adver- 
tising of services: Southern Railway Sys- 
tem, Washington, by Cunningham & 
Walsh. E. 1. du Pont de Nemours & Co., 
“kinetic’’ chemicals division, Wilmington, 
Del., by Batten, Barton, Durstine & Os- 
born; Westinghouse Electric Corp., Pitts- 
burgh, by Fuller & Smith & Ross. 

Award-winning entries were named by 
a panel of 16 judges drawn from the 
fields of purchasing, production and ad- 
vertising. Ernest T. Giles, vice-president, 
Ketchum, MacLeod & Grove, and chair- 
man of the Pittsburgh Industrial Adver- 
tising Council's educational committee, 
was chairman of the group. 


McGraw-Hill Promotes Warner 
Eugene P. Warner, vice-presi- 
dent and general manager of Mc- 
Graw-Hill International Corp., has 
been elected a director of both 
McGraw-Hill Publishing Co. and 
McGraw-Hill Book Co., New York. 
He joined McGraw-Hill Interna- 
tional Corp. in 1947 and shortly 
afterward headed all of the com- 
pany’s operations in Europe. In 
1948 Mr. Warner was named vice- 
president and general manager. 


Appoints van der Linde 

Victor van der Linde Co., New 
York, has been named to handle 
the advertising in the U. S. for 
Finnish State Railways, Finnish 
Airlines (Aero, OY) and the or- 
ganizing committee for the XVth 
Olympic Games, set for Helsinki 
in 1952. 
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Latest BMB study reveals that WDAF (Kansas 
City) has gained 109,500 radio families daytime 
and 93,770 radio families night time since the 
first survey was made. There has been no rate 
increase. 
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~ DAY NIGHT 

\ \ 1949—738,810 Radio Families 1949—743,420 Radio Families 
\ \\\ 1946—629,310 Radio Families 1946—649,650 Radio Families 
\ \ 109,500 INCREASE 93,770 INCREASE 
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BMB reveals further that WDAF leads the next 
highest Kansas City station by more than 283,000 
radio families. 
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For choice availabilities wire WDAF or ask your 
nearest Petry man. 
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OWNED AND OPERATED BY THE KANSAS CITY STAR COMPANY 


Y, 
Yyy 
Yyy 


Y 


Yfyy 
WY 


YY 
Wl 


KANSAS CITY 


5000 Watts — Full Time - 610 Kilocycles -— Basic N.B.C. 
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NATIONAL REPRESENTATIVES: EDWARD PETRY & CO., INC. 
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Simons Joins Sutherland 

George E. Simons has resigned 
as national advertising manager 
of the Crosley division of the Avco 


CAB Ruling Bans 


with situations in which a party 
in a controversy might be trying 
to work up outside pressure. 

The new rule is part of a three- 


Sen. Paul Douglas (D., Ill.) which 
has been considering codes of 


| conduct for federal officials. The 


subcommittee was established as a 


Advertising Age, April 9, 1951 


One of the must explosive was 
a campaign by Pan American Air- 
lines to support its application for 
routes to interior U. S. cities, an 


os 
Mfg. Corp., Cincinnati, to become Ads Influencing point “principles of practice”) result of the investigation of the application subsequently denied 
vice-president in charge of sales which CAB has adopted, presum- k*“'C by a committee under Sen. by the board. 


of John Sutherland Productions 
Inc., Los Angeles, motion picture 
and TV film producer. Mr. Simons 
will have headquarters in Suther- 
land’s New York office. Mr. 
Simons was formerly major ap- 
pliance ad manager of General 
Electric Co. 


Board's Judgment 


WASHINGTON, April 4—Airlines 
and others who appear before the 
Civil Aeronautics Board were no- 
tified today that the board has 


ably to head off any possibility 
that its decisions can be accused 
of being “influenced.” 


es CAB said the principles were 
drawn up by an advisory commit- 
tee of attorneys, who have studied 
the problem since December. The 


William Fulbright (D., Ark.). 

CAB said the principles are de- 
signed “to preserve the quasi-judi- 
cial character of board actions and 
to make definite in written form 
rules of conduct by which all per- 
sons having business with the 
board are governed.” 


Trade sources were unwilling 
to comment on the rules. Air 
Transport Association said attor- 
neys for several airlines had been 
on the committee which prepared 
the principles. 

The association said it intends to 
discuss the principles with public 


adopted a rule which prohibits| rules are supposed to emulate | relations representatives of air- 
When you Remember them from issuing press statements | “canons of ethics” used by prac-|# The movement for a “control” | lines before making any statement. 
need WM. F. RUPERT or using advertisements “to influ-| titioners appearing before the In- over advertising is believed, by | Some trade sources feared that the 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


RECENT 
BIRTH 
LISTS 


ence the board's judgment.” 
An official of the board told Ap- 


VERTISING AGE that the rule is not, 


a complete ban on statements and 
advertising, but is designed to deal 


| terstate 


‘ penditures 


Commerce Commission 
and other regulatory agencies. 

A draft of the rules had been 
submitted to a special Senate ex- 
subcommittee under 


trade sources, to stem from adver- 
tising campaigns which have ap- 
peared from time to time in con- 
junction with route cases before 
the board. 


HELP WANTED 


Busy industrial Cleveland is on the job! A 
new high in employment was reached re- 
cently with 606,500 on Greater Cleveland’s 
industrial pay roll. With industry at work, 


more help is needed and WGAR serves 


recruiting employees. More people at wor 
means more dollars put to work buying 
your products and services. When it’s help 


wanted . .. personnel or sales-wise . . . let 


WGAR doa job for you! 


A WGAR ADVERTISER 


Northern Ohio's largest appli- 
ance dealer, Strong, Carlisle & 
advertises on 


Hammond Co., 


rk 


CiVIC ADVISORY COUNCIL 
WGAR has formed a Civic Advisory Council consisting of 
citizens from the fields of business, labor, 

ion and education. This group meets regularly with WGAR 
dugucmnens heads to exchange views on how WGAR can best 
serve the broadcasting needs of its area. This enables WGAR 
to better support worthy projects with its time and talents. 


overnment, reli- 


dom 


AWARD WINNER 

Americans who make out- 
standing contributions to a 
better understanding of free- 


by what they write, do 


or say, receive the Annual 
Freedom Foundation’s 
awards. 
(right), an award winner for 
his *‘tHometown, Ohio” 
series, interviews Mr. E. T. 
Broderick (left), editor of 


Ralph Worden 


| 


| ton 


“principles” were so general that 
they could be interpreted to pre- 
vent any communication between 


| CAB litigants and the public on 


issues before the board. 


e A board spokesman denied this, 
however. “There is nothing in this 
rule to tell the press and radio 
what it can say. But we do not 
intend to tolerate the dissemina- 
tion of statements which are in- 
tended to bring pressure on us.” 

The text of the “principles” 
reads: 

“A. It is improper that there 
be private communication on the 
merits of the case to a member of 
the board or its staff or to the ex- 
aminer in the case by any person, 
either in public or private life, un- 
less provided for by law. 

“B. It is likewise improper that 
there be any private communica- 
tion on the merits of the case to a 
member of the board or to the ex- 
aminer in the case by any member 
of the board’s staff who is partici- 
pating in the hearing as a witness 
or as counsel. 

“C. It is improper that there be 
any effort by any person interest- 
ed in the case to sway the judg- 
ment of the board by attempting 
to bring pressure or influence to 
bear upon the members of the 
board or its staff, or that such per- 
son or any member of the board's 
staff, directly or indirectly, give 
statements to the press or radio, 
by paid advertisement or other- 
wise, designed to influence the 
board’s judgment in the case.” 


N.Y. Dailies’ ABC Audits 
Solve Circulation Mystery 

The mystery surrounding Au- 
dit Bureau circulation figures for 
New York newspapers was dis- 
spelled this week with the publi- 
cation of ABC audit statements for 
the 12 months ended Sept. 30, 1950. 
Major dailies, with the exception 
of the New York Post, whose pub- 
lisher’s statement was verified by 
the audit, showed differences in 
circulation between the publish- 
ers’ statements and the ABC audit 
ranging from 255 copies per issue 
to 20,248 copies per issue. 

The discrepancies were various- 
ly explained as resulting from 
clerical errors in the circulation 
records, additional newsdealer re- 
turns as established by an outside 
investigation, adjustments for in- 
correct allocation of holiday re- 
turns, deductions for mail sub- 
scriptions in arrears more than 
three months and short term sub- 
scriptions in arrears. 


Sears Buys Video Show 

Sears, Roebuck & Co. is spon- 
soring the twice weekly “Shoppers 
Corner” over WABD, New York. 
Jacqueline Susann and Milo Boul- 
are featured on the telecast, 
which is placed through Keystone 
Advertising Agency. 


Northern Ohio's Most Listened To 
Station! General Manager of the 
Philco Division, Mr. Homer G. Frank 
(center), has been with the firm for 
20 years. Mr. Paul W. Buchholz (right) 
is advertising manager. Mr. Samuel 
Abrams (left) is president of Ohio 
Advertising Agency, Inc. 


WGAR Cleveland | 
50,000 WATTS... CBS 


the Lake County News Herald 
of Willoughby, Ohio. 
“Hometown, Ohio” high- 
lights unusual features and 
interesting personalities of 
communities in Northern 
Ohio. It is available for 
sponsorship. 
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20 N. CARROLL ST. MADISON 3, WIS. 


. ee a a3 , ie <a Bie, foe Vo eee 2 SE ri ang >a = ao = en " je a re Sires ja 
: ier ge a, * ie 3 a ay ie | be 8 Sa fe ME tists." ore Bh te [ rn i ae SPS i te ie. 
a ue oer ey eh. me. 3 tee ei a ey oe ee ee) ieee Sad ae Me ee “| : = a bc, ed 2 cae 
oe - be ss > . « 3 re ; mies 
EAD a 
ie ; 
8 —C—“C;isSCSCisd 
‘ 
a sens 
ws | 
ct 
as 
Fe i Sens hye ne : 
- i: nos Bye aahe a ae | : 
z ri = ee . = as 2g 
« a ¢ 2 aa | | 
‘= or i ee | 
— Re ea id eT Ce 
fa \ ite 258, ae ats : 
8 8 € e be eae 
“aa Sa 5 gee a | 
; ede r ba i Va | 
So ot = 4 i) oy | 
a . Coe a pes ow) ; 
' y. a2 ae E " a2 = Ge 
&§ = ae 1 Es sae ee 
ft Cee Gea & 1 eee naa? 
5 ; rhe "ieee 0 eee | a RRs 
a ree A ee eee aa 
or a a a Si Ens oe 7 
“ 4 . ; o ue eis 2 ea - —- : : + Mie 
le ie eat Bk. ey ee 4 
Ee 5 " Lee Ree aaa ‘ . 
- a ; ‘ a ae : tt if hie 
ng = , . a 3 ‘. : fe *y iad . oe \ 
YS df fe eS ‘ 
log Y ef ead 
Ce! ee : 
a : ee he 
ies ; ee : 
7s ; . a eee | ) 
- ‘ ys 7. : 
ke ‘ SS a ae ae G 4 
4 ; i WA? me 
2 =} eS eae a ym : 
ff Se ae 
5 4 £ a Pin hi. iF ae 
7 ° ° Briain Ve [sere it eee & 
i 2) ¥ s oF 2 , . 2 
> Shes ee “a i F 
hs AS es $ ms 2 
Ss Vee Bs ike ee ie | 
t rer . : a} ke wee FF : : 
: v — 2. 2 eae . ££ * P — x Wa Y 
— i / oie | ; 
. = ieee 44 7 ae 
. et. 2 Ee | 
: Beer ee . " 
¥ é y 4° fe % . , { 
“ ge ie 
( ee Sk | 
le. ae the SPOT for SPOT RADIO 
ee! See 
i x L me Ths teats 
core? + eee ~ 
ae er 2 Vue i ~¥ : 
ea \ ae 
onl ee OF eure | . 
; > ae 2 (aie . ia FE a : ’ 
: a , : at a Mey tae Pee 2 Seis Te .: 
i . id! se Tae Sok oo he ee = . P 
: e ~ ed ‘ ee eee ee ek 3 
* 2 - pene . gate ee avon ae } a” 
2 oe me  . 1a ee 
la - a ee eee se 
< ‘ ; an W ms - i : Boas Ta oe 
b vs t Tle ee ee 
¥ co ee er | 
ee ’ — ae + \ 
% 4 : ' fo ey rey. “S 
- J » ea 
x A dig or pet Pdi ca ae : . 
N «> * - 4. 4 I aa 
£ a “ . ees a st a2 q 
* te ¢ . 7 = ae eee | — = o 
¥ Po tae ie t 
a “ aes ae : Seah j 
| gt ood : 
re amy P a ? , \ 
‘ 6 Sond 2 ae ° 
re . yw # ‘ A . E 
X . ce +f : , | 
“f a 4 
| : News | 
y hy y) RADIO.. 
bi a | 
we . | i 
Pace tm 5 ‘ 
ee ae a a See eo eae ee fe a — a 
; Rte A. re oe ee ee em eae Sot ges Sa. . ae ar. ee re 


. 


N 


PROCTER & GAMBLE 
ae r 
2s 
ae 


i -_- 
CANADA DRY GINGER ALE INC 


J 


ss 


M 


” ; 


THE TON! COMPANY 
tll aaa | 


industrial films, KLING’S theatre-wise staff has 
_ the answer. The script writers, the camera men, 
stage men, a director with Hollywood experience 
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_ produced results. Write or call KLING Studio 
today. A representative will be glad to discuss 
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- The lead has never | 


Advertisers are investing much more in CBS than in any other network 
—15% more today than on the second-place network—more, in fact, than 
has ever been invested on any network in all radio history. 

They do this because on CBS they get more of what they want... 
which is to have as many people as possible hear what they have to say. 


On CBS, they go on getting bigger audiences than on any other network. 
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No need to labor the point further: CBS has won and kept its lead 
by a continuing effort to increase service to audiences and advertisers 
... by ceaselessly applying its unmatched program skills toward 
making better, more successful radio. 

The network to put your money on is the one that stays in there 


trying—even when it’s ’way out front. 
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In the Public Interest 


The advertisement which Young & Rubicam published at the end 
of March as a full page in newspapers in New York, Chicago, Detroit, 
Washington, Los Angeles and San Francisco, and in its regular trade 
list, deserves to be singled out for comment and praise. 

It was a public spirited advertisement, conceived, we are told, by 
Sigurd Larmon, president of the agency, and written by copywriter 
Tom Lapham. It talked about the telecasts of the Kefauver com- 
Mittee investigation, and the sorry display of the moral standards 
of some of the people, and it was concluded with the simple sentence: 

“This message is published in the public interest by Young & Rub- 
idam Inc.” Y&R was not further identified, and while we can ap- 
pFeciate why it was not, we are more than a little sorry that the copy 
did not include the words “advertising agency.” They would have 
l@mt stature to the entire advertising business. 

The copy (which was published as an ad in these columns last 
week) urged the public to live up to its responsibilities: 

“The responsibility as individuals to make our own lives good ex- 
almples of the things we think are right. To be honest, open, four- 
s@uare in all our dealings. And to speak out boldly against what's 
wrong, not shut our eyes to it. 

The responsibility as parents to raise our children so that they 
will know good from evil, and will follow the good. To teach them 
that truth, justice, honor are not empty words but are a full, reward- 
ing way of life. 

*“The responsibility as citizens to take an active part in local, state, 
and national affairs. To see that good men are chosen as candidates 
for office. To vote thoughtfully and wisely for men and issues in 
which we believe. And to insist that those whom we vote into office 
observe the highest standards in their official conduct. 

At least three network “big names,” including Arthur Godfrey, 
mentioned the ad on their shows. Fletcher Bowron, mayor of Los 
Angeles (whe has been having his own troubles), asked permission 
to quote it on his radio program. The New York City Mission Society 
distributed 200 copies to local churches with the suggestion that it 
be read from the pulpit. Hundreds of letters and requests for reprints 


” 


poured in, some from people wanting to know who and what Y&R 
was, and why it published the ad. 

One advertisement won't change the moral standards of the Amer- 
ican people, but this Y&R ad was a blow for the right, and an im- 
pressive one. 

Here was one public service advertisement about whose validity 
and usefulness there can be no quibbling. 


Salesmanship Is Still Needed 


It was a heartening experience to follow the program of the Assn. 
of National Advertisers at its spring meeting in Hot Springs, Va., a 
few days ago 

There was an entireiy laudable absence of hysterics, and an at 
least equally laudable recognition of the fact that even though orders 
are piling up in many lines of business, selling and advertising must 
not be abandoned or allowed to atrophy. 

Most advertisers seem determined to keep right on with their sales 
jobs, and while in many cases their immediate objectives may be 
changed, their basic strategy against the return of “S-Day”—that day 
when sales will again be the principai problem of business—is sound 
and healthy. If they do what they say they are going to do, there 
will be very little coasting in the next year or so. 

Individual advertisers, and the country as a whole, will be far 
better off if the selling and advertising mechanisms are kept bright- 
ly burnished, and at high efficiency, all through the “mobilization” 
period, no matter how long that period may last. 


“The Modern Millwheel,”’ General Mills 


What They're Saying 


Picking Sales Personnel 

More than 80% of the sales man- 
agers of leading companies in the 
Milwaukee area feel the need for 
improving their batting averages 
in picking the best men from ap- 
plicants for work as salesmen, ac- 
cording to a study completed re- 
cently by Marquette University’s 
Bureau of Business and Economic 
Research in cooperation with the 
Sales Managers’ Assn. of Milwau- 
kee. 

More than 38% of the sales man- 
agers reporting also stated that 
some of the salesmen they would 
like to employ seem to have doubts 
about the desirability of selling 
their product or service. More than 
65% admit they sometimes find it 
difficult to teach better selling 
methods to their salesmen. More 
than 68% indicate that their in- 
terviews with applicants for sales 
work have sometimes failed to un- 
cover facts that would have 
avoided mistakes in the selection 
of salesmen. 

More than 85% indicate having 
had difficulty in training sales- 
men to use their time to good ad- 
vantage. Sixty per cent report that 
some of their salesmen have failed 
because they didn’t know enough 
about finding prospects. And more 
than 68% state that another one of 
their problems in training sales- 


}men is to get them to learn as 
|much as they should know about 
| their product or service and that of 
| competitors. 


| —Brooks Smeeton, in 
Memo,” March, 1951 


| Guard That Label 

In times such as these there is 
always the temptation to cut cor- 
ners and lower quality standards 
in order to maintain volume of 
business in stated price lines. It 
takes courage to turn customers 
away and to maintain long-estab- 
lished standards of quality when 
your competition is doing a thriv- 
ing business for the moment in 
merchandise you would never han- 
dle willingly. 

Remember that every one of 


“Marquette 


your customers who leaves your 
store wearing clothes that bear 
your own label, or the label of the 
brand name suit you feature, car- 
ries your reputation on his back. 
He is your insurance of future suc- 
cess and honor in your chosen 
business, or he is the executioner 
of your character and the reputa- 
tion of your business. 

You may well say that if your 
usual quality lines are not avail- 
able, then you must find substi- 
tuyes. I can imagine nothing which 
will ruin the reputation of any 
clothing manufacturer or retail 
merchant faster than to foist upon 
his customers, in these days of 
high costs and high prices, inferior 
substitutes for well established 
lines. 

Remember you can 
reputation once. 
time to make a reputation and only 
one season to destroy it. It is al- 
ways better to lose a sale than to 
make a sale and lose a customer. 

I believe brand name manufac- 
turers have a great obligation to 
their retail customers. If, in order 
to keep up volume and keep down 
prices, they sell their retail cus- 
tomers lower grade clothing—they 
are doing them a great injustice. 
They will carry them down with 
them when the period of readjust- 
ment comes. 

Michael Daroff, President of H 
Daroff & Sons, House of Worsted- 
Tex Inc., and Philadelphia Clothiers 
Assn., before the Detroit Spring Clin- 


ic of Michigan Retail Clothiers & 
Furnishers Assn., March 1, 1951. 


lose your 


Lesser of Two Evils 
“If I had to choose between the 
vulgar and the unbelievable in ad- 
vertising, I would take the vulgar. 
A vulgar advertisement is far less 
offensive to the sensitive ear and 
eye than the advertisement that 
makes patently false or exagger- 
ated claims. Fortunately, vulgarity 
seems to be on the decline. I wish 
the same were true of the unbe- 
lievable.” 
—John Orr Young, speaking at the 
March 22 annual meeting of the Pitts- 


burgh chapter, American Association 
of Advertising Agencies. 


It takes a life-| 
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Rough Proofs 


Florida is visualized by admen 
as the place to which people retire 
when they want to sit on the front 
porch and watch their orange 
groves working for them. 


Cedric Adams of the Minneapo- 
lis Star and Tribune says there 
are more sewing machines in the 
United States than bathrooms. 

The sewing machine 
got an early start. 


salesmen 


Aladdin houses, the ad says, are 
not prefabricated. The makers 
don’t want their homes to be even 
slightly confused with a product 
called Lustron. 


| “Suppose the telephone had 
never been invented?” suggests 
the mighty AT&T. 

| In that case a lot of people would 
| have missed their $9 a year divi- 
dends. 


The 75th anniversary of Alex- 
ander Graham Bell's remarkable 
|invention should be celebrated by 
| everybody, and most of all by the 
motion picture industry and Don 
| Ameche. 
| 
~ 

A psychologist reports, after in- 
tensive research, that television 
does not bring the family together. 
Except at the critical moment 
when the decision is made as to 
whether the program is to be a 
Western, a comedy or a boxing 
match. 


Bob Becker, the sports authority, 
tells enthusiastically of a Florida 
family which has made a pet of an 
alligator, but without any real ex- 
pectation that many others will 
want to follow their example. 


“Save driving for sight-seeing at 
your destination. Rent-a-car serv- 
ice is convenient and inexpensive.” 

This ad was paid for not by Mr. 
| Hertz, but by Union Pacific, be- 

lieve it or not. 


Picture Producer Howard 
Hawkes is using advertising to try 
to make “The Thing” sound thrill- 
ing and terrifying, but Phil Harris’ 
opus has made his task rather dif- 
ficult. 


“Will you look as young as 
Gloria Swanson at 51?” asks Jer- 
gen’s, which may be oversimplify- 
ing slightly the problems of a lady 
of mature age. 


The greatest achievement of 
television thus far has been that 
Estes Kefauver, a member of the 
U. S. Senate, can now aspire to be 
almost as well known as Howdy 
Doody. 


Eddie Cantor says that Margaret 
Truman would have been a suc- 
cess as a concert singer even if her 
father had not been a piano play- 
er. 

Copy Cus. 
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in 5 YEARS 


THE DAILY INQUIRERS 
TOTAL GROCERY VOLUME 


5 5 


Since 1945, The Philadelphia Inquirer's total 
grocery volume has more than doubled—up 140% 
—one of the nation’s most phenomenal daily food 
and grocery linage growths. 


Sound reasons for this strong growth: Women 
prefer The Daily Inquirer's “Features for Women” 
Section ...a COMPLETE Friday section full of 
facts and features about food, clothes, children, 
beauty and every other feminine interest. 


Now in its 18th 
Consecutive Year of Total 
Advertising Leadership 
\_ in Philadelphia! 


— 
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And The Inquirer has merchandised its food 
pages with power and persistence. Supplementary 
promotion in television, radio, billboards, truck 
posters and stand cards gives “Features for Women” 
(and The Inquirer) even greater impact. 


Over a million lines increase in 5 years. And more 
sure to follow ... because Philadelphia Prefers 
The Inquirer. Make sure you schedule The Inquirer 
in America’s 3rd Market. 


ec ¢ 


he Philadelphia Pnguirer 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 
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Burnett Sees Hope 


for the Adoption 
of Hoover Report 


Cuicaco, April 2—“If we can} 


make enough people mad enough, 
public opinion will begin to make 
itself felt in Washington,” Lec 
Burnett, head of Leo Burnett Co., 
told the Chicago Radio Manage- 
nent Club Thursday in outlining 
the radio-TV campaign designed 
to secure congressional approval 
for Hoover Report proposals 

Mr. Burnett, who has been ap- 
pointed radio-television chairman 
in the Chicago area, said that he 
feels there are four reasons why 
public pressure for the adoption 
of the remaining 50% of the 
Hoover Report recommendations 
makes the objective feasible at 
the present time 


es “1. The Kefauver hearings have 
aroused the public against corrup- 
tion in public office 

“2. People in all income levels 
are just beginning to feel the pinch 
of higher taxes and are fearful 
of the worst 

‘3. People are beginning to 
understand the dangers of infla- 
tion. If they don't understand 
them, they at least have a glim- 
mering of a suspicion that govern- 
ment economy as well as personal 
@tonomy are the primary methods 
@ licking it 
'*4. Eighteen bills translating the 
commendations into law now 
afe in the hands of congressional 
@mmittees.” 


Sets Direct Mail Contest 
/Closing date for entries in the 
@ghth 25 Canadian Direct Mail 
ey contest, sponsored by Pro- 
ncial Paper Ltd., Toronto, has 
Geen set for Oct. 1. The contest is 
Confined to direct mail advertis- 
iMg material sponsored, designed 
amd produced in Canada between 
pt. 1, 1950, and Aug. 31, 1951. 
anks can be obtained from Board 
Judges, 25 Canadian Direct Mail 
aders Contest, 388 University 
Re Toronto 2 


? 
Johnson Joins KEYL 
Robert E. V. Johnson, formerly 
a@tcount executive of Thomas F 
Gonroy Inc., San Antonio, has 
a ns the commercial department 
KEYL, San Antonio television 


Station. 
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| Delaware Names Goff 


Goff Associates, Wilmington, has 
been appointed by the Delaware 
State Development Department to 
plan a test promotion campaign on 
behalf of the state of Delaware. 
Newspapers, television, outdoor 
and transit media will be used. 


Canadian Monthly Ups Rates 

Western Municipal News, Win- 
nipeg, Man., has issued a new rate 
card, effective May 1. The basic 
page rate will be raised trom $50 
to $62.50. 


Thomas Named Consultant 
Edward F. Thomas, vice-presi- 
dent and public relations director 
of Geyer, Newell & Ganger, New 
York, has been granted a three- 
month, parttime leave of absence 
to serve the Department of De- 
fense as a consultant to the Army. 


Packaging Exposition Set 

The sixth annual industrial 
packaging and materials handling 
exposition will be held in the 
Cleveland Public Auditorium, Oct. 


Printing Services Moves 
Printing Services Inc., 
has moved its offices and plant to of the Temple University Televi- 
1040 W. Fort. The company prints sion Workshop in Philadelphia, 
accounting forms and does general has been named production super- 
letterpress printing and color li- visor of Station WFIL-TV, Phila- 


Westinghouse Names Cheney 

Westinghouse Electric Corp., Dorothy Mallinson Winn, for- 
Bloomfield, N. J., has named Har- 
old G. Cheney, Westinghouse sales stine & Osborn, has been named a 
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WFIL-TV Names Zimmermann 
Dr. Joe Zimmermann, director 


delphia. 
Mrs. Winn Joins Compton 
merly with Batten, Barton, Dur- 


supervisor in the radio-TV copy 


as headquarters administrator of department of Compton Advertis- 
lamp sales for the company. 


ing, New York. 


HERALD-AMERICAN 
SERVICE FEATURES 


Sell More for You! 


Service to the customer is a basic 
principle of successful selling — the 


better the service, the better the sales. 


Following this sound sales principle, 
the Herald-American has developed 
a dynamic sales force to make your 
advertising sales message more effec- 
tive. It has created Service Features 
to match the interests of your 
customers and to thereby stimulate 


greater buying. 


These Service Features are a most im- 
portant part of the Herald-American, 
where, at any time, on any day, 
readers can get practical buying in- 
formation. Herald-American Service 
Features cover Food, Home Furnish- 
ings and Appliances, Fashion, Beauty, 
Travel and Transportation. They tell 
the reader “What's Good” ,“‘Where To 
Get It” and “How Much It Costs”. 


As a result of this complete and 
practical information, the Herald- 
American is recognized as “Chicago's 
Service Newspaper” and a reliable 


guide to better buying. 


The Herald-American gives the Serv- 
e — YOU make the sales! 
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Parker Slates $351,000 tor Spring Pen Drive 


JANESVILLE, Wis., April 3— 
Parker Pen Co. plans to spend 
more than $351,000 during an 11- 
week spring promotion for Parker 
pens, starting this month. The ads 
are designed to promote gift buy- 
ing for Mother's Day, graduations, 
birthdays, weddings and anniver- 
saries whose potential, according 
to Parker, “is more than 85,000,- 
000 gifts.” 

Including buildup ads, which 


will begin in April, the 1l-week 
campaign will include 22 inser- 
tions in 12 magazines and large- 
space advertisements in 324 Sun- 
day and daily newspapers. 


e Four-color pages have been 
scheduled in The American Week- 
ly, Better Homes & Gardens, Col- 
lier’s, Cosmopolitan, Esquire, Life, 
Look, National Geographic Maga- 
zine, Newsweek, The New Yorker, 


The Saturday Evening Post and 
Time. 

“It is going to cost us upward 
of $351,000, but we figure there 
are several economic factors 
which, in addition to the usual 
seasonal opportunity, justify the 
effort,” David G. Watrous, Park- 
er’s ad manager, said. 

“Some of these factors are the 
record number of people working, 
the presence of great earning pow- 
er, fewer things to buy, shifting 


populations and the gradual build-. 


up of the Armed Forces,” he added. 

The company expects more than 
8,000 pen retailers to tie in locally 
with the drive. Materials to be dis- 
tributed free to dealers include 
newspaper mats, window and 
counter cards, radio scripts, a post- 
er blow up for use as window 
background material and mailing 
inserts. 


e Parker also announced that ad- 
vertising on its Flaminaire butane 
cigaret lighter, involving similar 


The Herald-American Travel Service 


YOUR WAY... 


Women readers, accustomed to looking to the 
Herald-American for reliable news of homemaking 
and marketing—are quick to seek the same reliable 
advice in planning the family vacation. 


Herald-American travel pages have a family 
acceptance that has been built on service. They are 
distinguished by first-hand reports on routes and 
resorts written by Travel Editor John Holiday. 
Complete guides to trips to suit every pocketbook and 
timely travel tips gathered by the Herald-American’s 
staff of travel experts make these travel pages among 
the most-read features throughout the Mid-West. 


As a prominent member of the Big Ten Travel 
Club, the Herald-American provides an important 
extra service for its travel-minded readers. Complete 


Travel Club service, including routings and reserva- 
tions—to any part of the world—all tailored to 
meet individual needs with detailed, up-to-the- 
minute information from direct sources throughout 
the country, is available without cost to Herald- 
American readers. 


NATIONALLY REPRESENTED BY 


Among more than a million families who read 
the Sunday Herald-American, it is a short step from 


service to sales. The sales impact of Herald- 
American travel pages is quickly and consistently felt 
throughout the country’s resort areas and among 
leading transportation systems. 


To get your share of 1951°s travel dollars, plan 
now to be represented in these important Herald- 
American travel numbers : 


_ May 6 Spring Travel number 
June 10 Summer Travel & Resort number 
July 15 Mid-Summer Travel & Resort number 
August 19 Last Roads of Summer number 


HEARST ADVERTISING SERVICE 


media, will approach an expendi- 
ture of $243,000 

J. Walter Thompson Co., Chica- 
go, handles pen advertising for 
Parker. Tatham-Laird Inc., Chica- 
go, handles the company’s lighter 
advertising. 


Schedules Dale Carnegie Ads 

Dale Carnegie courses, in north- 
ern California, will be promoted 
through metropolitan newspapers, 
regional business papers and di- 
rect mail, according to the com- 
pany’s agency, Oppenheim, Van 
Slyck & Klaus, San Francisco. The 
agency has named David McCul- 
loch, formerly with Raymond L 
|Synes & Associates, as a staff 
| artist. 


AAAN Adds Box Agency 
Affiliated Adveriising Agencies 
Network, Grand Rapids, has elec- 
ted Steven A. Box Advertising, 
Albuquerque, to membership. This 
brings to 34 the number of market 
areas represented by agencies in 


By PETE McGILLEN 
Outdoors Editor 
The Toronto Telegram 


| Noture gove two Canadian anglers 4 
| 9 , though ‘ wey" le 
August, that almost landed them “ee 
the magistrote. 

They were cought in ao severe electrical 
storm on small St. George's Lake neat 
Harcourt in the Highlonds of Hollibur 
ton, just as they were ready to ood 
fishing for speckled trout. They ran 
the canoe under an overhanging spruce 
ond decided to sit out the downpour. 
Suddenly a terrific bolt of lightning” 
split a huge dead hemlock on the op- 
posite shore and the tree burst inte 
flames. Immediately whitish objects 
began to appear on the surface of the | 
lake near the tree, so the two men 
poddied over to investigate. 

They discovered hundreds of speckled | 
trout, large and small, floating on the | 
surface, some were stunned and re- 
covered slowly, others were dead. The 
lightning had followed the tree roots 
into the lake and was so severe it elec- 
trocuted the fish. They estimeted that | 
more than 500 speckled were on the | 
surface. The men took all they could 
carry, several of the trout weighing 
more than three pounds, and headed 
for home. 

When they reported the incident to the 
game overseer, he was so skeptical, he 
seized the trout. Then he drove out 
to the lake and discovered for himself | 
the tale wos true. On his return he 
released the trout, and delivered more 
than 100 other victims of the bolt to 
district families. 


| 


| Pete McGillen is always glad to hear 
from admen planning « hunting or 
fishing trip. Drop him a line and he'll | 
tell you oll about the grand places up 
here, ploces where you'll hove the time 
of your life! Maybe he con even go 

| along with you. Write Pete McGilien, 
The Telegram, Toronto 1, Caneda. 
Lively Pete McGillen, The Telegram's 

| Great Outdoors Editor, is ONE MORE | 

| REASON WHY The Telegrom is the | 

| Ne. 1 reading habit of hundreds of | 
thousands of Ontario sports enthusiasts. 


Tue Tececram 


TORONTO 1, CANADA 

US. REPRESENTATIVES 

The John E. Lutz (o., OMera & Ormsbee 
435 4. Michigan Ave. 420 Lexington Ave. 


Chicoge, tI! Wew York, WY. | 
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NOW . 
1,500,000 GUARANTEED, | 


Everywoman’s Magazine now offers a double advantage to all advertisers: 


*a fast growing audience reflected in a total net circulation gain of 50%, i { 
with a guarantee of 1,500,000 single copy sales in September. 


“an opportunity for both national and sectional advertisers to hit their 
sales target in the rich, densely populated markets across the country, 
section by section. Everywoman’s makes this available in four sectional 
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% Please pardon our conservatism. 
If you are puzzled by the present 
increase of EVERYWOMAN’S 
circulation guarantee from 

1,250,000 recently announced, to 

1,500,000 effective with the Sep- 


Rat ce a. Sia. % 


' 


EVERYWOMANS MAGAZINE 


NEW YORK CHICAGO 
FFICES: 
ABVERTIOINS © . 16 East 40th Street, New York 16, N. Y. 35 East Wacker Drive, Chicago 1, Illinois 
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MANS otters... 


| - Available in 4 Sectional Editions 


| 


editions: Northeast, Southeast, Central and Pacific. 


Add to this the unique chain store ownership of Everywoman’s with the excep- 
tional merchandising opportunities available to its advertisers—and you have 
an advertising plus available in no other publication! 


Send for your copy of the new rate cards No. 3 (National) and 3S (Sectional). 


NORTHEAST 


SOUTHEAST 


. 


n. tember issue, the explanation is: 

at New readers, added stores, more 

| chains have come in so fast that 

m ) the revised guarantee to 

lo 1,500,000 became an absolute $ 
Pp } “must.” 

—— 


16 East 40th Street, New York 16, N.Y. 


WEST COAST W. F. Coleman Co., Inc., 
San Francisco, Calif., 300 Montgomery Street 


Seattle, Wash. 1038 Henry Bldg. Los Angeles, Calif., 530 West 6th Street 
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British ‘Newspaper Press Directory’ Lists 
Publications from All Over the World 


Lonpon, April 3—What is un- 


statement is made under the “laws 


Directory” was published in 1846, 
there were 550 newspapers being 
published in the British Isles. Only 
14 of these were dailies—12 in 
London and two in Dublin. In the 
1,534 British 


general nature and 1,254 are trade, 
technical or professional journals. 


@ Initially, the directory did not 
list overseas publications, but 
some time after 1877 it was ex- 


Advertising Age, April 9, 1951 


er of the directory, which sold it 
to the present publisher in 1949. 
The price of the directory is two 
guineas (slightly less than $6). 


; doubtedly the most comprehensive or voluntary codes” section: | centennial issue Yami Yogurt Signs Shows 
: listing of newspapers and other “Truth in advertising is the basis newspapers are listed, 163 of them panded to include this group, and Yami Yogurt, Los Angeles, has 
periodicals of Great Britain and of the code of the Advertising dailies. in the centennial issue almost signed to sponsor Fulton Lewis Jr., 
=, virtually every other country in Federation of America. The Fed- | Magazines were not listed in the 8,000 overseas publications are Mondays, Wednesdays and Fri- 
the world is contained in the cen- eral Trade Commission and Food | first edition of the directory, but listed. ted yo Ds Sng - b ny 
tennial issue of “Newspaper Press and Drug Administration examine | it is estimated that there were 200 The centennial issue is the first 3.8.15" a cy "= = — Lee 
Directory,” published by Benn advertising for truthfulness of to 250 in existence at that time. to be published by Benn Brothers, Broadcasting System, for 52 weeks. 
5 Brothers Ltd. here claims.” The current directory lists 3,611 all previous editions having been Ha} Stebbins Inc., Los Angeles, is 
The mammoth directory not only When the first “Newspaper Press magazines, of which 2,192 are of a compiled by Mitchell & Co., found- the Yami Yogurt agency. 
4 lists all newspapers published in 
the United Kingdom, Eire and the 
Isle of Man and Channel Isles, 
but also devotes almost 200 of its 
602 pages to indexing newspapers 
and illustrated and class publica- 
F tions of all principal foreign coun- 
te tries 
sy 
: @ In addition to newspapers, all 
= general, special, trade, technical 


and professional periodicals pub- 
is lished in the United Kingdom are 
listed. Also, there is a section de- 
voted to directories, annuals and 
yearbooks published in the United 
Kingdom and in Eire, plus a sec- 
listing engravers, electro- 
commercial art studios, 
news service agencies, press pho- 
f lographers and photo agencies, and 
various clubs and organizations in 


tion 


typers, 


Greater London and _ provincial | 
vag, 
er areas 
me An eight-page section entitled 


{ “The Press of the U. S.” lists sev- 

Pa principal cities in each state; 
oe the population of these cities and 
£ ij States; and the newspapers pub- 
a lished in each city. Also listed are 
ie the “Leading National and Class 
: Hi Publications” of the U.S. 


‘A complete description is given 

of each London, Greater London, 

a afid English provincial newspaper 
oe i@cluding price of paper, advertis- 
z= img rates and data, circulation, | 
, PFincipal executives, and political 


Iganing 


SFor periodicals, advertising 
a. price per copy, publication 
dat: and a brief statement con- 
cérning editorial content are given 

gyThe listing of each country in| 

Ff tHe overseas press section is pre- 
an céded data on the country’s 
e- ‘ pOpulation, language, character- 
‘= istics, principal imports, method of 
measuring press advertising space, 
a@d agency commission rates, plus, 
im many cases, the laws or volun- 
tary codes that govern publication 
advertising in the particular coun- 
try. 

For 


by 


oes 


al 
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the U. S, the following 


A 


PUNCHES sheets and c 


or weight, quickly, accurately 


vers of ony size 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


ok 


BIND THIS MODERN WAY See ae er 
right in your own OFFICE 
or plant 


Add prestige color... atten 
tion-compelling appearance to 
reports, presentations, catalogs 
GBC plastic binding equipment* 
quickly ... easily... economically 
binds loose pages of all sizes ° 
into handsome custom-made For it has already completed new plants for today’s vast produc- 
booklets. Pages turn easily... ° : oa . =" 

lie flat. Complete office equip tive capacity which is twice as great as in ‘39. 

ment costs less than a type- oe P ’ 
writer...saves 50% over old Even more significant is the success of a great conception: that a 


fashioned fastener-type covers. 2 a 

TATORE Se SETTER. plant is also a production tool that fits and serves the assembly | 
line. Structure is a part of process...and today’s new plant space 
yields greater volume than ever before. iW 


“A 


Consolidoted Vultee Plant, Fort Worth; Designed ond built by the Austin Company 


Industry is today raising the scaffolding for Defense — on top of 
a construction job without parallel in history. . . 


f 2, SPECIAL TRIAL OFFER) 
TEM | Send tedey for information 
and 2 handy pocket memo 
books bound on this equip 
ment. No obligation. | 
General Binding Corporation 
808 W. Reimont +7) AASB / 
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Tabin-Picker Appoints Kahn 
Tabin-Picker & Co., Chicago 
dress manufacturer, has appointed 
the George N. Kahn Agency, New 
York, as its advertising agency. 
Fashion magazines, newspapers, 
radio and dealer aids will be used. 


Kelbert Appoints Badillo 
Kelbert Watch Co., New York, 
has appointed Publicidad Badillo 
Inc., San Juan, Puerto Rico, to 
handle advertising of its watches 


Hiram Walker Ups Wilson 

Hiram Walker Inc., Detroit, has 
promoted Frank A. Wilson Jr. 
from manager in charge of the 
company’s sales in Kansas to na- 
tional manager of its cocktail and 
cordial division, with headquarters 
in Detroit. 


Proebsting Names Jones 
Proebsting, Taylor Inc., Chicago 

agency, has named Robert A. 

Jones, formerly sales promotion 


JWT Booklet Tells 
Which Markets Are 


Cream for Sellers 


New York, April 2—Empha- 
sizing the degree to which markets 
are concentrated today in the U. S., 
J. Walter Thompson Co. in a new 
market analysis just released, 
based on 1950 census figures, says 
there are 162 market areas with- 


| 


population lives and whose areas 
contain about two-thirds of the 
national retail sales volume. 

This cream of the national mar- 


| ket, the analysis shows, is concen- 


trated into 9% of the counties of 
the U. S. which represent only 5% 
of the total area of the country. 


es For each of the 162 markets 
covered in the study, the follow- 
ing information is given: counties 
included in market area; total pop- 


in Puerto Rico and the Virgin Is- manager of Rite-Way Products Co., : ‘ 
lands. as director of sales promotion. in which about one-half of the ulation of market; per cent change 


: Fee r a Too oe. 


ae 


This genius for building new capacity is another reason why ... 
U. S. Industry is the most explosive 
political fact of the 20th Century. 
It is FORTUNE'S function to report the problems and accomplish- 
ments of Industry... its people, policies, techniques, and tools. 
In this way FORTUNE hopes to contribute to the U. S. goal of 
unprecedented production — to improve the chances of peace 
and economic progress. 


FORTUNE is a successful medium for the advertising of plant 
sites ... plant equipment... building materials. In 1950 — and 
in each of the past 20 years — FORTUNE led all magazines 


in the advertising of engineering and construction-engineer- 
ing firms. 


FORTUN 


* * * 


9 Rockefeller Plaza, New York 20, N.Y. 
By subscription, $12.50 @ year; $1.25 @ copy 
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of population between 1940 and 
1950; total number of dwelling 
units; total number of retail es- 
tablishments, and total retail sales 
volume 

The booklet just released is 
published in advance of the com- 
pany’s compilation of its seventh 
edition of “Population and Its Dis- 
tribution,” which will not be 
available until next fall. 


Kay Schick Opens Office 


Kay Schick, consultant to home 
furnishings manufacturers, and 
advertising stylist on product pub- 
licity, has opened a new studio 
at 7 Lexington Ave., New York 10. 
She is continuing to emphasize her 
specialty of photographic three- 
dimensional presentations, apply- 
ing the art of interior decoration 
to advertising and sales promotion. 


Chalmers Names Scholl 

| Allis-Chalmers Mfg. Co., Mil- 
|waukee, has named Willis G. 
Scholl, formerly eastern territory 
manager, as general sales mana- 
ger of the company’s tractor divi- 


} sion. 
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Perfection Stove Sets Drive 

Perfection Stove Co., Cleveland, 
is using the theme “Rate Your 
Range—Does it Measure Up to 
Perfection” in its 1951 ad cam- 
paign. On the schedule are 25 con- 
sumer and farm publications. Kits 
entitled “Rate Your Range,” in- 
cluding check sheets to be dis- 
tributed to prospective customers, 
are being furnished to dealers. Mc- 
Cann-Erickson, Cleveland, is the 
agency. 


Ford Sponsors Contest 

Cash .prizes totaling $35,000 and 
nine all-expense paid trips to De- 
troit are being offered to high 
school students in industrial arts 
and vocational classes in Ford 
Motor Co.’s second annual Indus- 
trial Arts Award program. 


— 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT” SIGN CO. 
Orvision of 


Artereh* 
900 Kibby 1. Lime USA 


eecenert: tng VS he OF 


Plans Ad Art Exhibit 


Art Directors Group of Seattle 
will sponsor its second annual ex- 
hibition of advertising art April 
19-26 at the Bon Marche. Awards 
will be made in 13 classifications 
including editorial art, packaging 
and labels. Marlowe Hartung, Wal- 
lace Mackay Co., Seattle, heads the 
group. 


Apple Promotion Increased 

A $25,000 budget hike will be 
used by the Washington State 
Apple Commission to push the 
April sale of apples through an in- 
creased number of trade publica- 
tions and radio spots as well as 
larger newspaper ads. J. Walter 
Thompson Co., Seattle, is the agen- 
cy. 


Albert Hawkes Resigns 

Albert W. Hawkes has resigned 
as chairman of the board and as a 
director of Congoleum-Nairn Inc., 
Kearny, N.J. He will continue to 
make his services available to the 
company in an advisory and con- 
sulting capacity. Mr. Hawkes has 
been associated with Congoleum- 
Nairn for the past 25 years. 


Should Missing Spare Tire 
Cut Auto Cost $18 or $36? 

WasuHIncTon, April 5—National 
Production Authority’s order strip- 
ping the spare tire from new cars 
leaves the Office of Price Stabil- 
ization with a problem: how much 
to credit car owners for the un- 
delivered tire. 

Auto dealers have been allowing 
the manufacturers’ price of the 
spare. But OPS says they should 
also credit the amount of profit 
that would have been made if the 
spare had been sold with the car. 

The argument is far from aca- 
demic to the car buyer. 

The proud owner of a new Buick 
went into a tire store here last 


By STANLEY E. COHEN, Washi 


gton Editor 


week to “pick up” a spare. He had 
been credited $18.50 by the deal- 
er who delivered his car. 

The retailer wanted $36.50 for 
a tire and tube. 

. * e 

NPA is doing an about-face on 

its cut-off order, stopping produc- 


tion of aluminum storm windows | 


and about 200 other “less essen- 
tial” aluminum items. Chances are 
that the cut-off will not be ordered 
for several more months. 


The order had been issued sev- | 
eral weeks ago, and was to become | 
effective April 1. But small alumi- | 


num fabricators made a last ditch 
stand, warning that it was a death 
sentence to them, because they 


| have not been getting defense con- | 


ni ANN: a ANE NACE Ht 
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practical builder 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 


A magazine, no less than a man, is a living thing: a thing 

vital and fluid. You can edit it to a formula and rest on your 
laurels; or you can be resourceful and resilient and forget formula. 
is not edited to a rubber-stamp formula by people who go 

through their pat paces. It is edited by the men who own it; who 
live with it...and their readers...day after day; who keep 

abreast of shifting currents in the light construction industry. 
That’s why PB has a spirit of wakefulness, a sense of 


awareness, that gives it reader-power and advertiser-prestige. 


... Of the light construction industry 
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tracts. 

Small companies said “less es- 
sentials” should not be banned un- 
til other aluminum consumers have 
been cut considerably below pres- 
ent levels. 

e 7 

NPA has some bad news for 
,packaging men: glass container 
|designs have been frozen. NPA 
says glass container people are un- 
der pressure to outdo their best 
| production records in order to take 
| care of foods which were former- 
ly sold in tins, and NPA says that 
introduction of new jar designs 
might cause a loss of production. 

. + . 


Auto and appliance industry 
committees have been dickering 
with NPA for special allotments 
of material for replacement parts. 
While NPA wants the replacement 
parts produced, it insists that the 
| production of parts be achieved, to 
some extent, by cutting back out- 
| put of new units. 
| * a - 

Federal Security Agency sus- 
| pects that the post-Korea marriage 
boom may be petering out. Febru- 
|ary marriages were below Febru- 
lary, 1950—the first time in n'ne 
| months that marriages dropped be - 
|low the corresponding month of 
| the preceding year. With the per- 
| centage of married people in the 
| population at an alltime peak. 
the backlog of marriageables ap- 
parently will not continue to sup- 
port record-high marriage rates. 

+ + e 

Agriculture Department’s nim- 
ble-minded economists contend 
that the nation’s grocery bill is 
well within reason. Per capita food 
expenditures were at an annual 
rate of about $350 in the second 
half of 1950, compared with a peak 
of $351 in 1948, they say. Food took 
25% of disposable income, com- 
pared with 23% of disposable in- 
come in 1935-39. If Americans 
were content to eat the same quan- 
tities and kinds of foods today that 
they ate in 1935-39, food would be 
taking only 18% of per capita in- 
come, the economists say. 


Wins Paul Bunyan Award 

The Seattle Chamber of Com- 
merce awarded its annual Pau! 
Bunyan award to the Northgate 
Co., a subsidiary of Allied Stores, 
for bringing the greatest national 
attention to the city during 1950. 
Other awards went to Boeing Air- 
plane Co., Kenworth Motor Truck 
Corp. and National Bank of Com- 
merce. Leith F. Abbott, Foote, 
Cone & Belding, Portland, Ore., 
was chairman of the board of 
judges. 


Name Three to Hoover Group 

The Washington Committee on 
Federal Reorganization has named 
J. M. McClelland, publisher of the 
News, Longview, Wash., Robert V. 
Mitchell, of the Columbia Valley 
Advocate, Washougal, Wash., and 
Werner A. Rupp, publisher of the 
World, Aberdeen, Wash., as mem- 
bers of its executive committee. 
The committee has been organized 
to support the Hoover Report. 


CAPTURE THE 
15 BILLION DOLLAR 


NEGRO MARKET 


WITH THIS POWERFUL 
NATIONAL NEWSPAPER 


er 1,500,000 Negroes, the cream of a 
o8°t billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America’s most 


this vast and loyal market. 
with an addition of an 8-page, 4-color 


nm, 
plete, better able to carry 
into the homes of the vast Negro market. 
There's real money in the Negro market 
sure you get your vertise 
= the new Courier. For 
deta 


INTERSTATE UNITED NEWSPAPERS 


| 545 Fifth Avenye, New York 
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WHAT DO YOU KNOW ABOUT MANURE? 


We’re Spreading a New Kind in lowa Now 


Manure—the natural kind—still occupies a| crop rotations and higher-powered seeds—can’t 
mighty strong (and we can prove it) place in provide all the essential elements needed by one 
Iowa agriculture. But lately it’s had to share the bumper crop after another. 
spotlight with a somewhat more polite stuff called| That’s why Iowa’s consumption of commercial 
“plant food.” fertilizer—plant food—has grown from 13,000 

Not that we’re more fastidious than we used | tons in 1939 to 350,000 ten years later. 
to be. Iowans always have looked upon manure’ The smartest farmers in the world—which 
with considerable tenderness—because it helps Iowans are—can't jump into a new practice that 
make crops grow. | fast without running into all sorts of questions. 

Production hasn’t dropped off either. Our mil-| But that doesn’t worry our folks. As with all new 
lions of hogs, cattle, sheep, chickens and turkeys developments in farming, they get the answers 
still carry built-in manure spreaders. pronto through the up-to-the-minute columns of 

But manure alone—even with the help of good | Wallaces’ Farmer and lowa Homestead. 


“Operation Killer” Is Old Stuff to 


lowa’s Chemical Warfare Troops 


“Operation Killer” is being waged right | 


here in Iowa on a numerically bigger scale | 
than it is in Korea. 


Reds. They’re Canadian thistles, ~ 


pean corn borers, Hessian flies and a wide 
assortment of other worms, weeds, spores, 
rodents, bugs and bacteria. 

On the farm, pests share a sure-thing 
rating with death, taxes and the weather. 
Takes a lot of time and energy to keep 
ahead of them. 

But things have been looking up the 
last few years. No longer does Pop tackle 
thistles with a hoe while the kids drop 
potato bugs into a can of kerosene. Now 
we're spraying, squirting, poisoning, dip- 
ping and dusting in the darnedest out- 
break of chemical warfare the Hawkeye 
state has ever seen. 

DDT, lindane, methoxychlor, ryania, 
rotenone, 2,4-D, phenothiazine, warfarin, 
2,4,5-T, sulfas, antibiotics—unless you’ve 
kept closer tab on your chemistry than we 
think you have, most of those words are 
Greek to you. 

But not to Iowa farmers. For a long 
time now they’ve been depending on a 
twice-a-month textbook to bone ’em up) 
on the what, why, where, when and how 
of agricultural chemicals. 

Name of that valuable twice-a-month 
textbook will be furnished on request. 


WFall WINS EASILY IN 
CHEMICAL FIRM’S QUIZ 


“‘What paper or magazine do you consider 
to be best from the standpoint of useful 
information given and influence it has on | 
the farmers in your county?” That question | 
was put to county agricultural agents = 
Iowa. Here’s a graphic picture of the votes | 
of the 35 who replied. 


oa 
Farm Pub A 20% ae 


Form Pub B 11% Re 


Newspaper A 6% & 
Figures in the chart above are based on an 
independent survey made by Chipman Chem- 
ical Company, makers of insecticides, fungi- 
cides and weed killers. Surveyed was the 
toughest group of critics you can find—the 
local representatives of Uncle Sam’s agricul- 
tural extension service. 


WFaiH 


Question-of-the-Week: Which is the best 
position in Wallaces’ Farmer and lowa 
Homestead — page 9 or page 56? Most ad- 
men will say page 9. But in Continuing 
| Study Number Four, page 56 caught 
| more men, almost as many women. 

+ + * 


Blizzards and two feet of snow last month | 


left lowa’s modern farmers with mixed feel- 
ings. What with electricity, television, home 
freezers and other such trappings, being 
snowed in wasn’t too hard to take. But many 
folks wished they still had a horse or two to 
help negotiate the drifts. 


* * * 


Of lowa's 1,222 cities, towns and villages, 
1,133 have less than 2,500 population. 
Most of those towns, of course, depend 
heavily on farm trade. Which is why 
dealers drool over advertising support in 
WFAIH. 


* * * 


“Grow more corn in '51,” says Washington. | 


“ ‘Sure, but don’t shoot your whole wad in one | to the right?” 
* says Wallaces’ Farmer and Iowa Home- | — 


year,” 
stead. Which brought this letter from Horace 
Cheney, extension agronomist at lowa State | 
College: “I was certainly pleased to see the 
sensible front page story in your January 20t 
issue. We're going to need plenty of good 
sense and plan fot maximum corn production 
per farm not only for next year, but for sev- 
eral years to come.’ 


i. 


Headline writers on newspapers in and 
around Worth county, lowa, have to 
keep their wits about them. Because 
they have a couple of towns named Fer- 
tile and Manly to cross ‘em up. Classic 
head idea to date: ‘Manly Man Marries 
Fertile Teacher.”’ 


*_ * * 
Wallaces’ Farmer and Iowa Homestead goes 


twice a month to nearly every farm on rural | 
mail routes out of Denver, Dallas, Birming- 


| ham, Richmond, Washington, Toledo, Cin- part-time bug expert named Wally Inman. 
rooklyn, Buffalo, 


| cinnati, Akron, Daytbn, 
| Altoona, Scranton and Toronto. Also 
Point, Mt. Vernon and Yorktown. And even 
Moscow, Rome, Lisbon and Luxemburg. Each 
of those places, in case you haven't heard, is 

a town in Iowa. 


1 OFF the Cob... by George 


West Wallaces’ Farmer and Iowa Homestead. 


| year on Iowa’s concrete, blacktop, gravel | 


Old But Still Sound is the journalistic principle that a co picture is worth a hundred 

is it a thousand?) words. And a red-hot farm argument always is good for a lot of rea@er 
| traffic in a book like Wallaces’ Farmer and lowa Homestead. So we really rang the bell h 
this south-end shot of a trio of baby pigs. Argumentative question: “Should a pig's tail 
Pictorial poll results (left to right): Yes, No, Undecid ided. 


Iowa Pests Rate Editor High | on 
Their List of Public Enemies 


Advertising, like 
farm paper publishing, 
is a highly specialized 
business. You have 
your account execs, 
space buyers, copy 
writers, artists, pro- 
duction men. We have 
editors, space ped- 
dlers, compositors, Bug Expert Inman 
| pressmen, subscription salesmen. And a 


| and dirt roads gives him an edge on our 
| next-best throttle pusher. 

A veteran of lowa State College, World 
War II and the weekly newspaper game, 
Wally has been on the WF&IH staff since 
1946. So his term of service with Iowa's 
Leading Farm Newspaper has coincided 
with the amazing chemistry-on-the-farm 
development described in Column One on 
this page. 

Result is that Wally has become an 
expert—we said “part-time” because he 
has corn, hogs, cattle, et al to think about 
too—on how to battle corn borers and 
wage war on weeds. 

An Iowa farmer's brand of expert, that 

is. You won't find any entomological 

Ph.D.’s after the Inman name. But he’s a 

whiz at knowing where to go for the latest 

dope on chemical warfare, what questions 
to ask when he gets there. And how to 
interpret the answers for his fellow farmers. 

All this has had one unfortunate result: 
| Wally has become as handy with an ex- 
pense account as the slickest salesman on 
our advertising staff. Because wherever 
pest control experts meet—whether it be 

Tampa, Toledo or Timbuctoo—you'll 

likely find the little Irishman on hand. 

Which is entirely satisfactory to the 
readers of Wallaces’ Farmer and Iowa 

Homestead. For a buck a year they get 

the kind of chemical coverage few farm 

| publications can match. 


Wally’s official title is field editor of 


Not that he’s the only editor who ever 
gets into a field. But his 40,000 miles a 
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women just don’t 
understand stew 


29 


(A piping-hot proposal dished up for advertisers of 
condiments, conserves and comestibles of all kinds) 


YOU HAVE HAPPENED upon Henry Perkins, sports- 


man, at a highly emotional moment in his existence. 


For Henry is constructing a stew ...a veritable pearl 
among stews, widely famed as the Perkins Mulligan Special 
..a dish that makes taste buds burgeon into full bloom 
and brings little whimpers of ecstasy to the lips of strong 
men and virtuous women. 


Chunks of tender beef are simmering in the pot (Henry 
started marinating them in red wine two days ago). The 
golden carrots, mild onions and snowy potatoes drifting 
through the rich gravy were added with stop-watch pre- 
cision at just the right stages to preserve their character 
and integrity. The seasoning shakers and condiment jars 
are ready to give their all, if necessary, at Henry’s inspired 
whim. 


For like most good male cooks, Henry Perkins is an 
experimenter. He conducts his flavor symphonies strictly 
by ear, with monumental scorn for the score. The only 
Perkins recipe ever consigned to paper started out, ‘Take 
one antelope strictly fresh...” and ended immediately 
with a squiggle of desperation. 


In fact, Henry’s most sensational dishes... from his 
spaghetti sauce to his pheasant in sour cream... are 
never compounded scientifically; they are accumulated with 
intuitive abandon and an airy disregard for tradition, 
culinary rules and the high price of butter. 


This urge to experiment which Henry Perkins shares 
with millions of other sportsmen whd love to cook, is the 
reason why the Perkins grocer drives a block-long car and 
greets Henry like a brother when they meet at the caviar 
counter in the store. 


It is also the reason why progressive food advertisers 
who have experimented with ads specifically slanted to the 
male cook have been delighted to discover a whole new and 
prosperous market for their wares... particularly when 
those ads were exposed to sportsmen. 


For the American sportsman like Henry Perkins devotes 
months of time and billions of dollars to the pursnit of 
edibles —finned, furred and feathered. Those he catches 
he usually cooks himself. And because he is an adventurer 
with gun and rod he is likely to be an adventurer with pot 


and pan, willing to try new foods, new sauces, new dishes 
of every kind . . . if somebody only tells him about them in 
advertising. 

This he-man approach to food advertising is called 
“looking for the sportsman angle”... andit can be as 
basic to the job of peddling groceries as never under- 
estimating the power of a woman. 


No matter what foods you cook, concoct or can, there 
is a “sportsman angle” you can employ successfully to lure 
extra shekels from Perkins & Co....a huge market of 
amateur culinary artists and professional eaters. 


Of course, when you've got your “sportsman angle” 
there’s just one more thing to do. Put it to work in the 
magazine that Henry Perkins and others like him read 
with reverence and regularity ...a magazine that mes- 
merizes Henry and his friends into reading ads for fun. . . 
a magazine that catches men in their mellowest, most re- 
laxed mood and makes them receptive, as no other medium 
can, to a sales story that’s slanted to the sportsman and 
makes sense to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN’S MAGAZINE 
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Broadcasters Name 
Harold Fellows as 


Association Head 


WasHinctron, April 3—Harold 
Feliows, director of New England 
operations for CBS and general | 
manager of Station WEEI, Boston, 
has agreed to a five-year contract 
as president-general manager of 
the newly renamed National Assn. 
of Radio & Television Broadcast- 
ers 

Selection of Mr. Fellows for the 
post was made by a special com- | 
mittee appointed 
in February, 
when broadcast- | 
ers decided to re- | 
organize their as- | 
sociation under a| 
plan giving tele-| 
vision increased | 
autonomy. 

Judge Justin 
Miller, who has 
been president of 
the association, 
becomes chair- 
man of the board. As president, | 
Mr. Fellows takes over adminis-| 
trative responsibilities formerly 
exercised by Judge Miller. In ad-| 
dition, he is to take over the func- | 
tions formerly assigned to William | 
B. Ryan, who resigned as general | 
manager Feb. 1 to become first | 
piesident of Broadcast Advertising 
Ba@reau | 

* 


Harold Fellows 


@ Mr. Fellows’ appointment is ef- 
fegtive June 4, at the next regular 
tine of the NARTB board of 
sctors. He will be presented to) 
membership at NARTB’s an-| 
1 convention in Chicago April | 


veteran broadcaster, Mr. Fel- 
s was a member of National 
n. of Broadcasters’ board from 
7 to 1950, and has served on its 


A large percentage of profits 
todey can be traced to the 
buying power of the rich 
Quad-City Market, (Doven- 
port, lowa, Rock Island, 
Moline and East Moline, Iili- 
nois). 1950 Sales Manage- 
ment Survey of Buying 
Power figures reveal total 
effective buying income of 
$418,578,000 . . . and Dav- 
enport alone has an average 
effective buying income per 
family of $6,213. 


PUNCTUATE YOUR SALES 
In This 
RICH QUAD-CITY MARKET 
By Using The 
DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home - Delivered Circulation 
on both the lowa and lilinois 
sides of the important Quad. 
City market. 


finance and public relations com- | tion’s Chicago meeting, April 15-19. 
mittees. He joined WEEI in 1932} Unlike last year’s convention, 
as assistant commercial manager, | the meeting this year will include 
and has been general manager of | numerous shirtsleeve workshop 
the station since 1936. |sessions, and the “big name” 

| speakers will speak on subjects of 
WORKSHOPS TO FEATURE 
casters. 

Wasuincton, April 5—Officials| The annual management confer- 
of the National Assn. of Radio and ence and the broadcast engineering 
Television Broadcasters were busy | conference will be held concur- 
this week putting the finishing rently from April 15 to 18, inclu- 
touches to plans for the associa-| sive, with a one-day television ses- 


| immediate concern to the broad-| 


-BROADCASTERS’ MEETING | 


sion slated for Aprii 19. 


s A defense mobilization discus- 
sion, open to NARTB members and 
non-members alike, will hold the 
spotlight on April 16. Federal 
Communications Commission rep- 
resentatives, civil defense officials, 
broadcasters and other speakers 
will discuss the question of broad- 
casting during emergency periods, 
manpower problems and other as- 
pects of the emergency as it re- 


Advertising Age, April 9, 1951 


lates to radio and television. 

Principal luncheon speakers in- 
clude Gen. Omar Bradley, chair- 
man of the Joint Chiefs of Staff, 
on April 17, and Wayne Coy, FCC 
chairman, on April 18. 

At the various workshop ses- 
sions, NARTB board members will 
act as chairman and “monitors,” 
for the purpose of getting better 
acquainted with the membership 
and, in addition, in order to make 
direct reports on recommenda- 
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HEARST SALES OPERATING 
} CONTROLS visualize your 
changing markets! 
Already mapped, charted 
and analyzed are 541,604 
city blocks, with 445,456 
retail outlets and 3,037 
shopping centers and 
streets, located in 9 great 
markets: Baltimore, 
Boston, Chicago, Detroit, 
Los Angeles, New York, 
Pittsburgh, San Francisco, 
Seattle. 
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Advertising Age, April 9, 1951 
tions to the policy-making group. 


® Panel sessions will cover labor- 
management affairs, sports prob- 
lems and research, among other 
subjects. The research panel will 
include A. C. Nielsen of A. C. Niel- 
sen Co.; Sydney Roslow of Pulse; 
American Research Bureau’s 
James W. Seiler; C. E. Hooper of 
C. E. Hooper Inc., and Kenneth H. 
Baker, NARTB director of re- 


search. 


The FM session on Wednesday | convention delegates have been in- | 
will be devoted to selling FM, sell-| vited to join the pioneers at their liam B. Ryan, 


ing, specialized FM services and to 
a discussion of future prospects for 
the medium. In addition, delegates 
will hear a report on a survey now 


casters on the availability of and 

demand for FM receivers. 
Principal speaker at the annual 

dinner of the Radio Pioneers of 


dinner session. 


ing Bureau program. Issues on the 


agenda include the question of AM | 
|rate reductions, fair selling prac-| 
| tices, divorcing radio’s sales and) 


|rate problems from those of TV, 


se “Radio’s Responsibilities” is the | 
| theme of the Broadcast Advertis-| 
being conducted among FM broad- | 


Following an address by Wil- 
BAB president, 
Maurice B. Mitchell, vice-presi- 
| dent and general manager of As- 
sociated Program Service; Frank 
Pellegrin, vice-president of H-R 
Representatives Inc.; Lewis Avery, 
president of Avery-Knodel Inc.; 
and BAB board chairman Edgar 
Kobak, radio consultant and for- 
mer Mutual president will parti- 


America on April 17 will be Sen.|and the problem of furnishing|cipate in a forum discussion, un- 


Estes Kefauver (D., Tenn.). All 


sound, believable research data. 


der the leadership of Mr. Kobak. 
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Schedule DiSalle, Dutt tor 
Annual Brand Names Program 


Michael V. DiSalle, director of 
price stabilization, will the 
principal speaker at the “Salute 
to the American Merchant” lunch- 
eon, at the sixth annual Brand 
Names Day, April 11, in the Hotel 
Commodore, New York. Sen. 
James H. Duff of Pennsylvania 
and Bernard F. Gimbel, president 
of the Gimbel Bros. Inc., will be 
speakers at the Brand Names Day 
dinner, which will follow a series 


of afternoon working clinics led 
by executives in sales manage- 
ment, advertising, public and in- 
dustrial relations. 

Brand Names Foundation will 
award the third annual “Brand 
Name Retailer of the Year” awards 
to stores in 17 retailing categories 
at the luncheon. 


‘Chef Milani’ Adds Sponsor 
The Central California Arti- 
choke Assn. has signed to partici- 
pate five days weekly, Monday 
through Friday. from 9:30 to 10 
a.m., on the “Chef Milani Show,” 
over KMPC, Los Angeles. The or- 
der was placed by Ralph G. Cahn 
Advertising, San Francisco. 


FREDERICK & NELSON REACHES A NEW 
HIGH IN SEATTLE’S FAST-GROWING MARKET 


Here is a story that is a clear-cut example of the necessity for national advertisers being 
fully informed on local conditions and local psychology. Success on a national scale is 
the aggregate of successes on the local level. 


The growth of Frederick & Nelson, division of Marshall Field & Co., is the story of an 
alert, progressive merchandising organization which has prospered by meeting the grow- 
ing needs of a changing community — the modern big city of Seattle! 


In Seattle, change is synonymous with growth. A magnetic destination for thousands upon 
thousands of vigorous men and women riding the wave of Westward migration, it is alive 
with energy, vision and vitality. It grows bigger, it grows richer. Its people think in terms 
of progress and expansion, and their ways of buying and living reflect their state of mind. 
In the last ten years Seattle has added 100,000 people to its population — a gain of 40% 
that has brought the city up to the half-million mark. Retail sales have increased 324% 
and buying income 131%. 


This year, its 61st in Seattle, Frederick & Nelson completes a $7,500,000 expansion pro- 
gram with the addition of five floors to its downtown store. Basic to the success of 
Frederick & Nelson is the way it has aggressively adhered to the spirit of its community 
and fulfilled the demands of the peoole. 


Since no two markets ever tell the exact same success story, more and more sales execu- 
tives have become increasingly interested in complete and accurate local market data... 
and make a point of turning to the Hearst Advertising Service for information. Your 
H.A.S. man is ready at all times to supply all the facts you need about the ten major mar- 
kets in which more than half the nation’s buying income is concentrated. Get in touch 
with him today. . 


..» YOU 


CAN PUT ON THE 
BIGGEST “SHOW” 


IN TOWN WITH 
OAK-HYTEX BALLOONS 


The promotion heralded by the ad 
reproduced above, increased serv- 

* ice and parts business 50% within 
a month. 


You, too, can achieve excellent 
results with OAK-HYTEX Ad- 
vertising and Sales Promotion toy 
balloons. We will welcome an op- 
portunity to give you complete in- 
formation. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Advertising Service 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y. 
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Offices in Principal Cities representing 


New York Journal-American Albany Times Union Los Angeles Examiner 
Baltimore News-Post American San Francisco Examiner Chicago Herald-American 
Pittsburgh Sun-Telegraph Detroit Times Seattle Post-Intelligencer 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 
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McGraw-Hill Survey Sees Larger Industrial 
Expansion in ‘51, Business Capacity Up 9% 


New York, April 3—Industry 
will spend a total of $21.5 billion 
in 1951 on capital expenditures, 
45% more than was invested in 
1950, if materials, equipment and 
manpower make it possible, Dexter 
Keezer, director, department of 
economies, McGraw-Hill Publish- 
ing Co., has predicted in releasing 
his company’s annual capital ex- 
penditures survey 

Mr. Keezer foresees a continuing 
wave of expansion, with American 
business raising its capacity an- 
other 9% this year. It raised ca- 
pacity 7% in 1950, and since 1939 
has increased productive capacity 
75%, he said, 

To carry through their 1951 pro- 
gram, manufacturing industries 
plan to spend $13.3 billion, the 
survey shows. If carried out, this 
will set an alltime record for ex- 
penditures in one year. It repre- 
sents 66% more than was actually 
invested in new plants and equip- 
ment in 1950 


@ These figures, Mr. Keezer em- 
phasized, do not constitute a fore- 
cast of what 1951 capital invest- 
ment will be, but rather industry's 
plans to invest in new plants and 
equipment as reported in the Mc- 


w-Hill survey. 
7 electrical machinery, chem- 
i and transportation industries, 
sifice 1939, the survey shows, have 
e than tripled their respective 
jlities, and the general ma- 
very industry has doubled its 
ilities. Electric utilities have in- 
ased their power producing ca- 
ity 74% since "39 and the coun- 
s telephones have increased 


f 
c 
f 
c 
' 
t 
1 


xpansion, the survey says, gets 


t priority among claims on in- 
duBtry’s investment dollar. Last 
r, manufacturers spent only 


4 of each investment dollar to 
emarge their capacity. The largest 
- 57¢, went to replace and 
m@dernize existing facilities. This 
y@@r, the figures are turned 
ar@und, with 58¢ going for expan- 
sion 


@ Most of the new facilities, about 
98% in manufacturing, will be fi- 
naficed from industries’ own funds, 
thé survey shows. The larger part 
ofthe money, about 86% for man- 
ufacturers, will come from profits 
and reserves. 


“Golden Belt 


of the South 
MONEY 


B COVERAGE 


* Big Third of North Carolina. Rich 
urban-rural section. Farm Income 
$466 Million—58.9% of N. C. Total.* 


* Retail Sales, $639 Million—30% of 
N.C. Total. Raleigh, the Capital, leads 
the biggest N. C. cities in Per Family 
Income, $6464.* 

w% Raleigh News and Observer has 
more circulation in the Golden Belt 
than the combined total of the other 
13 daily papers. 

* (SM, 5 10 50) 
} . 


if: Ss A 
News and Observer 
» MORNING & SUNDAY 


4 
Xi | 


MARKET 


“Raleigh, North Carolina 


113,277 Morning 


116,910 Sunday 
(ABC, 9 30,80) 


The ONLY Morning - and - Sunday news- 
paper Published in The Golden Bele 


of the South 
REP: THE BRANHAM COMPANY 


Aircraft is the only major in- 
dustry covered by the survey 
which plans to finance any appre- 
ciable part of its new facilities 
through government or govern- 
ment-guaranteed loans. 

A breakdown by industries on 
plans for 1951 expansion, as given 
in the survey, shows the follow- 
ing probable increases: chemical, 


11%; automotive, 17%; 
petroleum refining, 3% ; machinery 
(exclusive of electrical), 10%; 
steel, 10%; textiles, 4%; electrical 
machinery, 14%; transportation 
equipment, 38%; other manufac- 
turing, 7%. 


food, 6%; 


s The boom in industrial building, 
which developed in 1950, promises 
to continue at a high level, accord- 
ing to the survey. In the manufac- 
turing industries, at least, business 
plans to spend 79% more on con- 


struction in °51 than in ‘50. The 
rise here is slightly larger than the 
66% rise indicated in total expen- 
ditures, suggesting that a larger 
share of the investment dollar will 
go into buildings. Construction ex- 
penditures under today’s plans will 
rise most sharply in the industries 
expanding most rapidly, it is 
pointed out. 

Great as is the upswing in in- 
vestment plans, business men ex- 
pect defense needs will force still 
greater expenditures, Mr. Keezer 
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said. The survey was made in Jan- 
uary, soon after the Chinese armies 
entered Korea and while the ad- 
ministration was presenting its de- 
fense budget for fiscal 1952. At 
that time, more than half the busi- 
ness leaders surveyed expected 
additional defense orders would 
force them to raise their plans for 
new plants and equipment later in 
the year. 


ge The survey includes companies 
employing about 5,000,000 workers, 


YOU'RE LOOKING at acity within acity. It’s the magnificent Parklabrea 
Resident Community located only 15 minutes from the heart of downtown 


Los Angeles. The tower apartments, now nearing completion, will be 


home for an estimated 6500 people, while the garden apartments which 


radiate from the circle now house 3500 persons. Built for Metropolitan 
Life Insurance Company at a total cost of $40,000,000.00 it is a perfect 
example of a concentrated market; the kind of a market you get when you 


place your advertising in the BIG Los Angeles Evening Herald and Express. 


The Herald and Express concentrates its circulation where Los Angeles 


concentrates . 


in the area where more than 58.6 per cent of the pop- 


ulation lives and where 71.8 per cent of all retail sales are made. 


Use it regularly to reap rich advertising returns. 
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about one-quarter of the total em- | McGraw-Hill survey includes only 


ployed in all industry. Results, it 
is pointed out, are not directly 
comparable with government re- 
ports on capital investment. The 
surveys of the Department of 
Commerce and Securities and Ex- 
change Commission include com- 
mercial businesses. The Depart- 
ment of Commerce's reports on 
capital investment, as part of the 
gross national product, include 
some expenditures not charged to 
industry’s capital accounts. The 


expenditures charged to capital 
accounts. 


Smoler to Hirshon-Gartield 


Smoler Bros. Inc., New York, 
manufacturer of Lenbarry dresses, 
has appointed Hirshon-Garfield, 
New York, to handle merchandis- 
ing and advertising. Promotion of 
a new sportswear line as well as 
national and trade advertising is 
planned. Douglas D. Simon Ad- 
vertising, New York, formerly di- 
rected the account. 


Guild Agency Names Mitchel 


Guild, Bascom & Bonfigli, San 
Francisco, has named Les Mitchel, 
former director of the “Skippy 
Hollywood Theater,” as its tele- 
vision-radio representative in 
Hollywood. 


Richards Elects Williams 

John S. Williams has been 
elected a vice-president in charge 
of creative departments at Flet- 
cher D. Richards Inc., New York. 
Mr. Williams is the agency's copy 
director. 


New Motor Vehicle Census 
Issued by McGraw-Hill 

A record total of 68,695,200 cars, 
trucks and buses was in operation 
on the roads of 149 countries at 
the beginning of 1951, according 


| to the annual world motor census 


compiled by American Automobile 
(Overseas Edition) and El Auto- 
movil Americano, published by 
McGraw-Hill International Corp 
Of the total, 20,637,255 are outside 
the U.S., which has 48,057,945 pri- 
vately registered and about 500,- 
000 belonging to federal, state and 
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local governments 

The census emphasizes that mo- 
tor vehicles are thinly distributed 
overseas. England has only 3,250,- 
000 cars, trucks and buses: Italy, 
581,000; Cuba, Mexico and Brazil 
110,000, 300,000 and 412,000, 
spectively. Cars and trucks are 
found as far south as the Faroe 
Islands, where there are 500, and 
as far north as Greenland, where 
there are 22 


CBS-TV Advances Two 

Columbia Broadcasting System, 
New York, has given producers 
Marlo Lewis and Donald Davis the 
title of executive producers 
Lewis will be responsible for 
CBS-TV packages in the comedy, 
variety and audience participation 
fields. Mr. Davis will supervise 
dramatic productions. 


re- 


‘Pathfinder’ Names Hall 

Wayne Hall, formerly manager 
of the New Yerk office of Path- 
has been named assistant 
national advertising manager in 
charge of the Chicago and Cleve- 
land offices. T. C. Budington has 
been named manager of the New 
York office 


To speed things up in Plant 
and Office, 


Save time and give accurate 
production instructions 
with copies on 


WATERMARKED 


Fox Rive R 


*Cotton-fiber mokes the finest 
SUSINESS, SOCIAL, 
AND ADVERTISING PAPERS 


eS + ee 


When you say it on paper, everyone 
understands. And printed forms on cot- 
ton-fiber Fox River onion skin are the 
economy-way to say the same thing to 
many people. 

Save labor — so thin that one writing 
makes all the clear copies you need. 
Give fast, accurate routing —the color 
of the paper denotes the department ad- 
dressed (6 available colors). 


Stay on the job—the unusual strength 
found only in cotton-fiber onion cin 
withstand: hard and frequent handling 
Free samples from your printer for testing, 
or write us on your business stationery 
Fox River PaPper CORPORATION 
1127 S. Appleton St., Appicton, Wis. 


OTHER ONION SKIN USES IN 
YOUR BUSINESS 


SOW 
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Hough Traces 
Big Sales Gains 
Directly to Ads 


Cincinnati, April 3—Striking 
proof that industrial advertising 
pays off was presented before the 
Ohio Valley Industrial Advertis- 
ers’ Conference here last Thursday 
by Raymond P. Wiggers, adver- 
tising manager of the Frank G. 
Hough Co., Libertyville, Ill., man- 
ufacturer of earth moving equip- 


ment. 

By means of an exhaustive and 
continuing cross-check and tabula- 
tion of leads and subsequent real 
sales—conducted to “sell” top 
management on the ad budget— 
Mr. Wiggers and his staff showed 
that 25% of industrial sales made 
by their company in 1950 could be 
traced directly to advertising. Oth- 
er corroborating evidence turned 
up by the check included the dis- 
covery of “two tremendous new 
markets traced to advertising 
leads,” 238 leads resulting in $1,- 
136,400 in sales, a minimum cost- 
of-sales totaling only 0.86%, and 
a sales increase of 147% over 1949 
for the Hough Co. 


READY-TO-STICK 


TAPES 


MARK’ ANDY, INC. 


153 W. Argonne Dr. St. Louis 22, Mo. 


STICK TO THE JOB 


Extra sales for you with printed pressure sensitive 
tape. Gets your message up 
easily—keeps it up. Cloth, 
cellophane or paper tapes 
available in rolls or strips. 
Assorted colors and sizes. 


Last year, Mr. Wiggers said, the 
Hough advertising program used 
space in 40 publications, publicity, 
direct mail, sales literature, trade 
shows, classified telephone listings 
and distributor promotion to rack 
up the company’s 147% sales in- 
crease. 


s Additional proof of the effec- 
tiveness of industrial advertising 
was presented by Charles Winkel- 
man, industrial engineering super- 
visor at the Richmond, Ind., plant 
of the Belden Mfg. Co., Chicago. 
Twenty-two plant operating 
men, who make purchasing recom- 
mendations at the Richmond plant, 
were asked in a questionnaire to 
rate the influence of sales promo- 
tion mediums, Mr. Winkelman re- 
ported. The results showed adver- 
tising in trade publications at the 
head of the list, with manufactur- 
ers’ literature and catalogs, sales- 
men and direct mail following in 
that order. Reason given for the 
high rating for advertising was its 
presentation of new ideas appli- 


ANA LEADERS—Corridor talk ot the Assn. of National Advertisers’ Hot Springs 
meeting involves Paul B. West, president, and Albert Brown of Best Foods, chairman 
of ANA, and Ben Donaldson, Ford Motor Co., a director. 


cable to plant operation. 
The most important purchasing 
interest reported by the plant men 


For one man, the fight just begins 
, when the last punch is landed at Madison 
Square Garden. 

His fight, however, is against time. 

He rushes the film of that last Friday 
bout to the laboratory, and adds it to films 
made all week at the famous arena. The 
result: an exciting film program called: 
“This Week at Madison Square Garden.” 

And in just a few days, television view- 
ers all over the country are cheering the 
thrilling events! 


With so little time between that last 
punch and the TV deadlines, his fight 
against time seems hopeless. Yet he wins 
it every week —thanks to Air Express! 

Air Express speed gives him time to 
edit and process his films, and get them 
safely and cheaply to stations everywhere. 

And the same speed that meets TV 
deadlines can help production deadlines, 
too! Whether your business is films or fac- 
tories, here are the unique advantages you 
can enjoy with regular use of Air Express! 


IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, af no extra cost 

IT’S MORE CONVENIENT — One call to 


Air Express Division of the Railway 
Express Agency, arranges everything. 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 

IT’S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising. 

For more facts call Air Express Division 
of Railway Express Agency. 


“SA OS 


GETS THERE FIRST 


was cost reduction. Not only will 
advertising emphasizing possible 
lower costs be effective, said Mr. 
Winkelman, but also it will pro- 
mote the cost consciousness which 
is now vitally important to the na- 
tion’s productive capacity. 


@ James Thomas Chirurg, head of 
James Thomas Chirurg Co., Bos- 
ton, predicted in his speech before 
the industrial admen that despite 
current war demands on produc- 
tion facilities, “we may be back in 
an era of competitive selling faster 
than many people think.” 

In such a competitive period, 
Mr. Chirurg declared that there 
are two ways to sell: one by cost 
and price cutting and the other 
by selling an idea along with the 
product which makes it better than 
others of its kind. The second 
method, he said, is the one used by 
the Chirurg agency. 

A “basic sales idea” which is 
“factual, specific, important, com- 
petitive and dramatic” should be 
evolved after intensive study of 
the product, its market, competi- 
tion and media, Mr. Chirurg ex- 
plained. Once determined, the idea 
is built right into the product, giv- 
ing it the desired “extra plus” 
which sells. 


N. Y. Adclub Nominates 


George S. McMillan, vice-pres- 
ident of Bristol-Myers Co., has 
been nominated for the presidency 
of the Advertising Club of New 
York. Other nominations are: 
Stanley Resor, president of J. Wal- 
ter Thompson Co., and Frederic 
Schneller, general merchandising 
manager of Lever Bros. Co., as 
vice-presidents, and James A. 
Brewer, chairman of the board of 
Brewer-Cantelmo Co., as treasurer. 


Duplisticker Addressing 
Averages 


Actual Time Checks Prove &., 
-- . 
Uf 


° 


DUPLISTICKERS ofter you moximum 
efficiency and economy in addressing op- 
erations—for duplicate mailings, direct mai! 
advertising, bulky envelopes, samples, pre- 
miums, etc. Letter-size gummed sheets con- 
tain 33 perforated labels. Package of 25 
sheets (825 labels! GO¢ at leading 
stationery stores. Type 4 or more copies in 
one operation. White, bive, pink, green, 
canary, goldenrod, for color-coding mail 


—e Write for 
FREE Sample Pkg. 
DuPLISTICKE SS of oD li ‘ he 


Moke a comparative time 
check in your own office 
at ovr expense! 


DUPLISTICKERS 
are made only by 
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‘New York Retailers 


in 1950 used | 


: 


29,200,000 lines 


! 
in The News... the largest volume | 


ever published by any newspaper! 


TEN MILLION lines more than the second 
New York newspaper 


TWENTIETH consecutive year of New York 
leadership in retail advertising 


BECAUSE The News reaches the largest 
audience, delivers largest sales... 
at lowest cost 


ONC Basse 


3 lw 
; ACs Gilled for Hear, 


newspaper £3680 
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Auto Sales in Mysterious Slump, So 
Their Makers Can't Trim Ad Budgets 


By MILter HOLLINGSWORTH 

Detroit, April 5—Automobile 
advertising schedules for the sec- 
ond quarter of the year will con- 
tinue at near the $400,000,000-a- 
year level, a survey of the industry 
indicates. 

At the beginning of 1951, the 
various automobile companies 
mapped their programs with ex- 
pectations that conversion of the 
industry’s production facilities 
would necessitate a drastic reduc- 
tion in assembly of new passenger 
automobiles. 

The general idea was to keep 
promotion as strong as possible as 
long as practicable. Commitments 
were limited to three months, and 
in some instances the agencies re- 
served the right to cancel or re- 
vise schedules on even shorter 
notice 


se But the expected softening in 
the market or substantial lowering 
of production failed to develop in 
the first three months. In fact, 
production zoomed to an alltime 
high of 1,605,611 cars and 376,464 
trucks in the opening quarter. 
This total of 1,982,075 units far 
Surpassed the record for the same 
riod of 1950, when 1,345,973 cars 
d 136,085 trucks were produced, 
a@total of 1,482,058. 
However, with the advent of the 
second period, the bloom definitely 
Ppeared to be off the sales and 
iiecutives of the various compa- 
es were frankly worried over 
e immediate future. | 
| While production has hit a rate 
nearly 8,000,000 units a year, 
sales have begun to soften. 
hat has alarmed sales depart- 
nts isn’t that the softening has 
rived, but that it appeared just 
P| the time of the year when the 
rade of customers is tradition- 
ay the longest. 
‘ 
° Traditionally, 46% of new car 
S@les are made between March 15 | 
amd June 15. Of course, the post-| 
War picture has changed a bit, but! 
n@vertheless sales programs are 
stil! drawn toward this end. 
Dealers in the first quarter of the 
year piled up substantial stocks in 
aMticipation of an upsurge in sales, 
Dut when March 15 arrived and 


Don't miss the first sale to a 
new home owner, the replace- 
ment market is a long way off. 

Small Homes Guide Readers are 


important first buyers. Every- 
thing that goes into a New 
Home —— materials, equipment, 


furnishings — must be a part of 

original new home purchasing. 

SMALL HOMES GUIDE readers 

—— all committed to New Homes 
are the cream of your first 

sales opportunity 

Circulation 400,000 A. B. C. 

Guaranteed. 

The First Publication in the New 

Home Market. | 


passed with no signs of customers 
breaking down doors of show- 
rooms, a worried look came across 
the face of most dealers. 

The new-car salesmen who had 
dressed up in their Easter finest 
to welcome the customers found 
themselves grabbing telephones to 
make contacts and in many in- 
stances actually ringing doorbells 
and inviting prospects to “drive it 
around.” 


@ More than that, a bit better deal 
was in the making: The old jalopy 
would be taken in for more than 
it was worth—and a way would be 
found to circumvent that “ol’ 
debil” Regulation W and its re- 
quirement of a third down and a 
limit of 15 monthly instalments. 
Dealers who had gone slow on 
local advertising began using more 


newspaper space to stimulate bus- 
iness, both in sales and service. 

Advertising managers who 90 
days ago had wondered how long 
they would have something to pro- 
mote found they had plenty of 
merchandise and planned their 
programs for another 90 days. 

It was estimated at the begin- 
ning of the year that the over-all 
automobile ad expenditure would 
drop from $400,000,000 to about 
$300,000,000 during the year. Now 
it is apparent that any drop in ad- 
vertising must come in the latter 
half of the year. 
e Actually, the country’s 43,000 
used-car dealers are spending 
more on promotion than at any 
time since the war. A check of lots 
and national associations discloses 
that the per-car ad budget by 
used-car dealers has risen from the 
postwar average of $15 to nearly 
$18. 

Used-car dealers actually are at 
a loss to explain the slack in busi- 
ness. Some are prone to blame it 
on a late spring but, when dealers 


PERFUME 
(itun: 


ne’ > wciling 


THUNDERBOLT—For the past few weeks, 
vehi.les of the Memphis Street Railway 
have carried the scent of Thunderbolt 
perfume via cor cards bearing a perfume 
impregnated blotter in the lower right 
hand corner. The gimmick was devised by 
Tom O’Ryan Advertising Co., Memphis. 


in sections where warm weather 
has arrived also were doing little 
business, the boys began getting 
worried. 

Price cutting has already begun, 
this at a time when prices are 
usually their firmest. Whetner this 
condition will continue is any- 
body's guess, but at the moment 
the gold-plated auto dealerships 
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are seriously thinking of putting 
their salesmen to work for a 
change. 

Production of new cars will be- 
gin to drop as the full impact of 
the government's restrictions on 
steel, copper, rubber and other 
critical materials is felt. 


e The production drop will not 
come at once, but will occur in a 
gradual decrease over several 
months. The first companies to 
announce they had revised produc- 
tion schedules downward and had 
dropped thousands from their pay- 
rolls were Ford Motor Co. and 
Hudson Motor Car Co. 

Other companies will follow the 
trend in the weeks ahead. But with 
the number of cars on hand it will 
be some months before cars will 
become a hard-to-get item. Until 
that day, advertising will continue 
at a high level. 

Among those taking an extreme- 
ly dim view of the second quarter 
production under materials limita- 
tions is William J. Cronin, inan- 
aging director of the Automobile 


Dr 


Francis P. Gaines, Presiden: of 
Washington and Lee University, pre- 
sents the 1950 Alfred 1. duPont Tele 
vision Award to Walter H. Annenberg 
right), Editor and Publisher of The 
Philadelphia Inquirer. Mrs 
I. duPont is an interested observer 


Alfred 


promoting and dweloping Ad merican deals of trecdom and 
ter loyal, devoted service to the nation and 
to the communitics served by it 


WG lovisionS tation DP 


Philadelphia, Dennsylvania 
has been presented a 


Station Award 
¥- 
@re Thousand Dallars 


for the year > 


1IO50 
se 


© Phe Committee 


of Awards 


of the 


© Altred I.duPont 


AY wards Foundation 


n recognition and appreciation 


of cutstanding public service in encouraging 
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WFIL—WFIL-FM—WFEIL-TV 
ABC Affiliates Represented by THE KATZ AGENCY 
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Manufacturers Assn. 

He bases his pessimism on the 
alloy bars restrictions which dig 
a lot deeper than the 20% over-all 
steel cut. Use of alloy bars is cut 
40%, on top of which there is a 
further bite that will make it near- 
er 60% than 40%. 


s “A good part of the alloy bars 
go into drive shafts,”. Mr. Cronin 
pointed out. “If you can't make 
drive shafts, you can’t build cars. 
So the 20% cut in steel doesn’t 
mean production will only go down 
20%. It looks a lot deeper than that 
to me.” 

Mr. Crenin is also gravely con- 
cerned with the proposed Con- 
trolled Materials Plan. It seems al- 
most an assured fact that CMP will 
be invoked no later than June 1. 

“The industry as a whole is 
opposed to controls,” he said. “It 
doesn’t mean controls for a year 
or two or five. According to pres- 
ent defense plans, it could go on 
for many, many years. 

“Secondly, CMP means a lot of 
paper work. The industry still 


remembers how much of its man- 
power was wasted on making out 
forms, reports, etc., in the last war. 
It would be the same thing again. 

“And what would it accomplish? 
It is only a shopping license at 
best. It would mean placing your 
orders with a supplier and waiting 
to see if he could take care of you. 
If he gets enough of these orders, 
he still must choose whom he will 
supply. 

“The same plan was used to 
pretty good advantage in the last 
war, but the situation was differ- 
ent. We all had only one customer 
and he decided what materials 
should go where.” 


OLDS SUPER 88 ADS 


use of newspapers, magazines, 
television and outdoor. The major 
effort was in 400 newspapers, with 
two-color space widely used. This 
was supported by both the Sam 
Levenson and Douglas Edwards 
television shows and 5,500 outdoor 


posters. 
Oldsmobile has rearranged its 
general magazine program to 


weave in promotion of the Super 
88 in alternate months. 

While prepared to shave its ad- 
vertising expenditure should busi- 
ness drop, Oldsmobile reported 
that the first quarter of 1951 found 
its promotion drive not shrinking 
but actually expanding, especially 
in the use of television. 

Oldsmobile, which spends ap- 


proximately $8,000,000 a year in 
advertising, is one of the medium- 
price cars which has found a 
growing market. 

The account is handled by D. P. 
Brother & Co., here. 


Develops New Photo Gauge 
Empire Photo Engraving Corp., 
250 George St.. New Brunswick, 


WOVEN INTO PROGRAM 
Detroit, April 3—The Oldsmo- 
bile Division of General Motors 
Corp. is coordinating its promotion 
drive for the newly introduced 
Super 88 series passenger car into 
its general advertising program. 
Oldsmobile gave the new car a 
full introductory push with the 


N. J., has developed a new pro- 
portioning guide to be used in the 
graphic arts and related industries 
The new guide, called Epec, is a 
precision instrument for quickly 
measuring copy, illustrations and 
proofs and for proportioning, crop- 
ping and color screen identifica- 
tion. It consists of a 9%4x10%4”" 
transparent, heavy-gauge cellulose 
scale and a detachable cursor bar 
which can be swung to any angle. 
Scale graduations are subdivided 
down to 1/16” in both directions 
The price of the guide is $5. 


WNBQ Signs Three Sponsors 

The 10-10:30 p.m. Sunday spot 
on WNBQ, Chicago television sta- 
tion, has been sold to three con- 
cerns, effective April 15. Clint 
Youle’s weather program, carried 
the first 10 minutes, has been pur- 
chased by Atchison, Topeka & San- 
ta Fe Railway, through Leo Bur- 
nett Co., for 52 weeks. O'Connor 
& Goldberg, shoes, through Dade 
B. Epstein Advertising, has con- 
tracted for the 10: 10-10: 15 Dorsey 
Connors segment, and Home Fed- 
eral Savings & Loan Assn. has 
purchased the 15-minute newscast, 
both for 13 weeks. 
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WEIL and WFIL-TV 


First broadcasting organization to receive 


two awards from the 


ALFRED L. duPONT AWARDS FOUNDATION 


WE ARE DEEPLY GRATEFUL to be the first broad- 
casting organization twice selected for the coveted 
public service award of the Alfred I. duPont 


Awards Foundation. 


A unique adult education series, WFIL-TV’s 
“University of the Air,” won the 1950 duPont 
Television Award—first regular television prize | 
given by the foundation"... for loyal, devoted ser- 
vice to the nation and to the communities served.” 
A similar honor was conferred upon WFIL in 1947. 


Here in America’s Third Market, people know and 
respect The Philadelphia Inquirer stations. For 
WFIL (AM, FM and TV) has received more major 


public service and promotion 
other Philadelphia station. 


It takes extra effort, extra ingenuity in program- 
ming to win awards. This same effort and ingenuity 
in aggressive merchandising promotion win extra 
sales for advertisers on WFIL and WFIL-TV. 


And in this highly competitive market, advertisers 
appreciate plus factors that add selling power to 


pulling power. 


That's what you get when you advertise on WFIL 


lions of loyal listeners : . 


the most cherished honors in the industry. 


or WFIL-TV ... every resource to influence mil- 
. resources that have made 
it possible for the Inquirer stations to win some of 


Awards to the W FIL Organization 


1930: Alfred |. duPont Awards Foundation ¢ Freedoms Foun- 
dation © Philadelphia Highway Trafhc Board ¢ Nationa! 
Foundation tor Intantile Paralysis ¢ Loyal Order of Moose ¢ 
Community Chest 

1949-50: Billboard 


1949: Altred P. Sloan Radio Awards ¢ National Safety Counci! 
© Boy Scouts of America ¢ Veterans of Foreign Wars ¢ Ohio 
State Instcute for Education by Television ¢ Ohio State 
Institute for Educanon by Radio ¢ Philadelphia Art Directors 
Club ¢ Philadelphia Fellowship Commission ¢ Allied Jewish 
Appeal ¢ Beth Sholom Congregation « Temple Sina: « TV 
Digest ¢ Radio and Televisson Best © National Association 
ot Radio News Directors ¢ Reading Fair ¢ New Jersey State 
Fair © American Legion ¢ Veterans Administration 
© National Guard 
1948: Billboard ¢ Philadelphia Fellowship Commission « 
12th American Exhibimon of Educauonal Radio Programs 
| © Philadelphia Jumior Chamber of Commerce ¢ Philadelpha 
| Club of Printing House Craftsmen 
] 9947: National Headliners Club ¢ Alfred 1. duPont Awards 
Foundation ¢ Billboard « American Broadcasting Company 
e U.S. Navy Citation 
1946: National Conterence of Christians and Jews ¢ American 
Broadcasung Company ¢ Billboard ¢ City College of New 
York ¢ United States Marine Corps 
19045: City Business Club of Philadelphia 
9944: City Business Club ¢ Canada Dry Promotion Award 
© Blue Network Award ¢ Bulboard 
1943: Billboard 


1938: United Businessmen’s Association 


awards than any 


The Philadelphia Inquirer Stations 
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National Steel Ads 
Are Institutional 


PirrsspurcnH, April 3—National 
Steel Corp. here has begun a new 
institutional campaign designed to 
inform the business, financial and 
general public as to who and what 
National is 

The campaign, consisting of full- 
color spreads and full-color bleed 
pages, will appear in Business 
Week, Newsweek, Time and U. S. 
News & World Report. The same 
series, in black and white, also will 
run in a substantial list of financial 
publications. 

National's drive will augment 
advertising by its two major pro- 
ducing subsidiaries, Weirton Steel 
Co. and Great Lakes Steel Corp. 
Its ads identify the seven principal 
subsidiaries that provide facilities 
and resources for the production of 
steel from ore to finished products. 

Campbell-Ewald Co., Detroit, is 
National's agency. 


Heads Mergenthaler Research 

Mergenthaler Linotype Co., 
Brooklyn, has named Louis 
Rossetto, formerly assistant direc- 
tor of research, as director of re- 
search. He succeeds Col. Gordon B. 
Welch, who has been named pres- 
ident of Davidson Corp., Chicago, 
a Mergenthaler subsidiary. 


_Dan River Ups Bender 


| Dan River Mills Inc., New pre. 
has appointed Peg O. Be r, 
former publicity manager of ithe 
company, to the position of as@ist- 
jant sales promotion manageg in 
charge of all apparel fabrics/for 
| the women's and children’s fi 


| Will Launch New Magazine 
Kalmbach Publishing Co., 
waukee, will launch a new mo 
publication, Ships & Sailing, a 
May 15. The starting distrib 
| will be 100,000 copies. The 
scription price is $5 a year or 
a copy. 


| 
| Ross Agency Names Martin 
| Paul E. Martin, formerly ith 
| Compton Advertising and Natidnal 
| Broadcasting Co., has been nated 
; account executive and directo® of 
radio and television of Philig 1. 
Ross Co., New York. 


| Joins Battistone Agency 
| A.B. Chusid, former account @x- 
;ecutive with Shaw-Shon, w 
York, has joined Battistone, Britce 
& Doniger, New York agency, in 
| the same capacity. 


HE CAN HELP YOU 


If you're looking for 
national distribution 


| § 


| BARNEY KINGSTON. 


@ lf you're « manufacturer, distrib- 
utor, of advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries 

The service of our experienced 
merchandising steff is available at 
no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 
plan for speedily getting 48-state 
distribution—e plan that starts over 
50 new companies every month . . 
many of which now do « multimil 
hon dollar business 

Don't lose anether day's 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A-61, Op. 


portunity Magazine, 28 East Jackson 
\ Se. Chicago 4, Illinois. 
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| Family Circle’ Boosts Rates 
Family Circle, New York, ef- 
fective with its September issue, 
and concomitant with an increase 
in its net paid circulation guaran- 
tee, at that time, to 3,000,000, will 
raise its bkw page rate to $8,250. 
The new four-color page rate will 
be $10,800; and the new four-color 
back cover rate will be $13,500. 
National rate card No. 22 is now 
being distributed, and a new sec- 
tional rate card is being prepared. 


KFAB, Omaha, Names Three 
Lyell Bremser, sports director 

and newscaster of Station KFAB, 

Omaha, has been named program 


director, succeeding L. A. Miller, 
who has resigned to enter his own 
business. Mr. Bremser will con- 
tinue as sports director. George H. 
Haskell, with KFAB for the past 
14 years, has been promoted to as- 
sistant program manager and pub- 
lic service director. Nancy Condon, 
women’s director for the station, 
has been named administrative as- 
sistant in addition to her other 
duties. 


K-F Uses Comic Book Format 
Northwest K-F Motors Inc., 
Minneapolis, composed of about 80 
Kaiser-Frazer dealers, is using a 
new booklet, with a comic book 
format, to promote the Kaiser- 


Advertising Age, April 9, 1951 


Frazer 1951 cars. The booklets, 
produced by Artext, Minneapolis, 
are being used as mailing pieces 
and showroom handouts, and will 
be distributed at community gath- 
erings, county fairs, etc. 


Starts International Edition 

The New York Journal of Com- 
merce has started world-wide dis- 
tribution of a monthly interna- 
tional edition. The edition covers 
trends, developments and trade 
opportunities throughout the 
world. The subscription price of 
the new publication is $10 a year. 
It is published on the first day of 
each month. 


32 
® guarantee of getting their old time 
" B l | period back in the fall. 
Last summer, network telecast- 
ing was pretty much a sustaining 
Share Costs of | affair. ‘If this year is better—and 
all indications are that it will be— 
a major contributing factor will 
S TV F be the sponsor’s desire to hold on 
ummer are | to a good time spot, something that 
. | is increasingly hard to come by in 
New York, April 4—Columbia television. 
Broadcasting System and National 
eg pr ery ryt are offering to Names McHenry Browne 
pay a share o e program costs | : ’ : : 
as an inducement to advertisers to| a neat on, Sane wah 
keep their TV shows on during the | general manager of The American 
summer months. | Weekly, New York. : 
Columbia will give a_ special) 
10% discount to sponsors who} 
forego a summer layoff. The net- | 
work also will pay one-third of the | 
program costs of Class A (choice | 
nighttime) advertisers during the 
normal hiatus season. Network 
sales executives report that re- 
action to the plan has been highly | 
encouraging, with several adver- 
tisers already having indicated | 
they will stay on the air through- 
out the summer. 
From $1,000 to $4,000 weekly— 
depending on length of program— 
will be contributed by NBC toward 
talent-production costs of Class A 
video advertisers who continue 
throughout the summer. 


e NBC, like CBS and American 
Broadcasting Co., permits Class A 
TV sponsors to take a 13-week 
hiatus, but the advertiser gets 
> | eight weeks free. The other 
fivé must be paid for at the reg- 
ular rate. 

BC has announced no special 
iccments —program contribu- 
tiofs or otherwise—to keep its 
network TV schedule sponsored 
dufing the warm months. However, 


mofe than 25% of the present 
- i lineup has notified the 
network they will keep their shows 
on, according to Fred Thrower Jr., : 
vie®-president in charge of tele- ; 
vision sales, ; 
BuMont Television Network has 
ho Bpecial summer incentive plan, 
buf Chris Witting, general man- 
ageg of the network, called atten- 
ti to the faet that the network’s 
rat@s—particularly the cost of 
the New York market—-are some- 
what lower than those of competi- 
tor and that it offers a higher 
anna! discount. No advertiser has 
askéd for a summer hiatus, he said. 


# DuMont advertisers who wish ; 
to do so may take a 13-week hia- : 
tus free, but they will have no j 


21,859,699 
Lines Of | 
Advertising 


Places the St. Petersburg TIMES 
among the FIRST 50 papers of 
the U. S. in 1950. 

FIRST in Florida's fastest ' 
growing market. 


Leads ALL classifications. 


Leads ALL papers in Florida 
except one (that one ranks 8th 
in the U. S.) 


For news of what's good 
and where to buy it, the larg- 
est number of readers in the 
history of this paper turn, every 
morning, to the 


St 


» Florida 
The rat ' ' 
is . inc. 
New York Detroit cage 8 Atlanta $ 
Vv. 4. Ob dr. in Jacksonville, Fla. ; 


Be selective... 
CONCENTRATE for profits 
Where Your Sales Opportunity Is 
Greatest. Only In Pictorial Review 
Can You Buy Without Penalty 


IS THE ONE GREAT SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 


From 1 to 10 Of America’s 

Big Volume Sunday Magazine 
Markets To Match Your Advertising 
Exactly To Your Sales Plans. 
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‘Esquire’ Names Woodard 
Richard Woodard, formerly with 


(in coupon form) is inserted in 
Scouting, with a circulation of 


cago area with newspapers, car 
cards and spot radio, Ry-King is 


What's Happened 


“Why ask me? Something went 
ka-flooy in Chicago,” one of the 


‘nti . ~ 700,000 adult Scouters. Scout of- now using 70-line insertions on tae! unofficial spokesmen said. 
pre Fe Bn phew aang the ficials clip and _— the ~~ — in pl — eR fed Jour- to Post Office's Further investigation developed 
to companies whose pamphlets nal American and World-Telegram , 2 8 act th hile th st Office 
promesen department of Esquire are desired. Booklets are then dis- & Sun, and in the New York Times Swift Completion ? the fe a - at while the Px 
Inc., New York. He will purchase ™. a. ie : No M jee, Thi a te Department takes quiet and justi- 
all printing and display materials tributed at Scout meetings. o agazine. This pattern wi p April 3—Two yel-| fiable pride in its traditional but 
catalogs are accepted and all book- repeated in Worcester, Mass., HILADELPHIA, Apri y 


for Esquire, Coronet and Esquire’s 
Apparel Arts. 


Adds Advertising Service 


Boys’ Life has set up a scouter 
service department to provide ad- 
vertisers with a means of free dis- 
tribution of informative and edu- 
cational material to Scouts. Each 
month a listing of free booklets 
and the companies publishing them 


lets must have proved educational 
value. In bulk mailings, advertis- 
ers are billed only for mailing, 
postage and handling charges. 


Ry-King Expands Schedule 
Ry-King, made by A. V. Olsson 
Trading Co., New York, is now 
on an expanded ad schedule in 
New York, with other markets to 
come, Previously only in the Chi- 


Minneapolis, St. Paul and Duluth. 
Anderson & Cairns, New York, 
handles the account. 


Hitzig Joins Taplinger 

Michael Hitzig, formerly with 
Town Hall and the New York 
Times, has joined the New York 
office of Robert S. Taplinger & As- 
sociates, public relations organiza- 
tion. 


lowed copies of the Sunday School 
Times, the issues of Nov. 10 and 
17, 1945, addressed to Mrs. Annie 
Evans, 5744 Race St., Chicago 44, 
were returned to the publisher 
here a week ago by the Chicago 
Post Office with the notation “Re- 
moved—Left no address.” 

“What happened?” the local post 
office was asked. 


Exceptional Market-Power Wins Strong 


Sales Acceptance for 


Pictorial Review 


The Only Great Sunday Magazine You Can Use For Mass Selling In Single Markets 


¥& PICTORIAL REVIEW'S high-voltage 


market-power wins it outstanding accept- ay ee 
ance from advertisers in many fields. In International News Service 
1950, for instance: “whteage tahene 

“Reuters 


¥K 159 advertisers used pages. 147 adver- 
tisers used less than pages. 


¥& Advertisers ordered 988 color pages, 293 
black and white pages, 
less-than-page, black and white space. 


He 70 new advertisers built sales with page 
space in PICTORIAL REVIEW for the 


first time. 


355,000 lines of 


ee ae 


ee eee Ee Pe 


unofficial motto that “neither 
snow nor rain nor heat nor gloom 
of night stays these couriers from 
the swift completion of their ap- 
pointed rounds,” nobody either 
here or in Chicago could explain 
what happened to the two is- 
sues of the Sunday School Times 
during the five years and four 
months that elapsed between No- 
vember, 1945, and March, 1951. 


| Joan Fabrics Names Fein 

| Joan Fabrics Corp., producer of 
| pile fabrics for furniture, has ap- 
pointed Nathan Fein Advertising, 
New York, to direct its advertis- 
ing. 


| Arthur King Names Fradkin 

| Arthur King, New York, custom 
| jewelry, has named Fradkin Ad- 
| vertising, New York, to handle its 
' advertising. 


‘The COURIER- EXPRESS 


6 SEUSS. 


WESTERN NEW YORK 


Becavse WESTERN N. Y. 
1S SOLD ON TH 
COURIER-EXPRESS 


m ONE REASON §& 
is com te, 


factual, unbiased reporting. 
An outstanding local staff @om- 
bines with seven great Bews 
services...four of them exclu- 
sive with the Courier-Express 
in Buffalo...to bring We@ern 
New Yorkers the full, up-to- 
the-minute word and picture 
story of world, national and 
local happenings. 


| 
VHS PROOF is found in the 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 


290,348 ABC Audit, 9/30/50 


te Why not examine how the flexible ad- 
vantages of this Sunday Magazine can 
speed the moving of goods or services 
for you? 


COLOR 


for Greater Selling Power 


Total 10-Market Circulation Takes Your Advertising To 
More Than 6,000,000 Families With The Sunday Issues Of 


NEW YORK JOURNAL-AMERICAN - BALTIMORE AMERICAN 


Full color (two, three or four) 
available weekdays . . . black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morming 
end Sundey Newspaper 
REPRESENTATIVES: 
OSBORN, SCOLARO, mogquee 4 scorr 


It Gets Results Because It 
; Gets Read Thoroughly 


SAN FRANCISCO EXAMINER . DETROIT TIMES 

LOS ANGELES EXAMINER . MILWAUKEE SENTINEL 

SEATTLE POST-INTELLIGENCER - PITTSBURGH SUN-TELEGRAPH 

, BOSTON ADVERTISER - CHICAGO HERALD-AMERICAN 
Advertising moy ig! ally, Sectionally or by Individuc! Markets. 

Any combination of three or mere papers earns you @ group discount 


| A HEARST PUBLICATION © Represented Nationally by HEARST ADVERTISING SERVICE 
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1,000,000 men of 
influence can be influenced 


in The ELKS Magazine 


When your institutional message or product story is un- 
folded before more than 1,000,000 Elks, you are reach- 
ing one of America’s most selective male mass markets. 
In over 1580 communities, Elks rate as men of influence 
—51.9% are business owners... 46.1% are administra- 
tive and operating executives ...11.6% are professional 
men, The Elks is their magazine, fraternal in nature, 
national in scope, high in editorial excellence. Schedule 
The Elks to sell your ideas as well as your products. 


] 


_ 


AGAZINE | 


ew York + Chicago + Los Angeles + Detroit « Seattle { 


Once again Worcester takes a 
FIRST place in an important “high 
buying power” category. The heavy 
density of population (543,100) in 
this compact major market raises 
the Worcester Metropolitan County 
Area into FIRST place in total popu- 


< lation among AL! of the 53 Metro- 
re) politan County Areas with central 
Pp cities of from 100,000 to 250,000.* 
Ce 5 a . 
Fa e . é t. | 
S WONDROUS TWIN? \igpemtay 
al 
Sell to the Worcester Market bed bes ? 
through consistent advertising inthe 2. intensive 
Worcester Telegram-Gazette, the newspaper 
newspapers that blanket this pop- coverage 


vlous and prosperous area. Daily 
circulation in excess of 150,000. 
Sunday over 100,000. 


1951, “Metropolitan Population Shifts.” 


Sales Management Janvary |, 


th: TELEGRAM -GAZETTE 


WORCESTER, MASSACH USEMTS 


GEeorGE F BOOTH PubGsher- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


Weekly Newspaper 
Editors Vote Award 
to General Motors 


New York, April 3—General 
Motors Corp. has been voted the 
national company doing the best 
public relations job, according to a 
survey of editors of country news- 
papers just completed by Albert 
Frank-Guenther Law in coopera- 
tion with American Press. Second 
choice was American Telephone & 
Telegraph Co. 

J. M. Hickerson, president of 
Albert Frank-Guenther Law, said 
that the survey provides important 
information on the thinking of 
America’s rural population. He was 
particularly surprised, he said, 
that 81% of the editors responding 
declared that their readers favor 
control over prices and wages in 
the present emergency. 

In the opinion of 40% 
editors, business in their com- 
munities will improve during 1951 
while 39% see no change and 18% 
predict a decline. 

When asked what they consid- 
ered the most important function 
of advertisements based on fi- 
nancial statements which many 
large companies run at the end of 
each fiscal year, 79% said they 
thought it was to gain public ac- 
ceptance for the company. 


s The editors were told that Gen- 
eral Motors’ 1949 profits before 
taxation were “almost a_ billion 
dollars,” and they were asked if 
they thought these earnings were 
excessive. About 65% said that the 
earnings were not excessive. Only 
10% felt that their readers dis- 
approved of bigness in industry 
and business, while 61% said they 
approved it. 

Some 78% of the editors said 
that their readers seem to regard 
the “welfare state” less favorably 
today than they did in the last 
| Presidential election year, while 
5% thought it was regarded more 
favorably and 16% could see no 


change. 
| Wall St. is thought of more 
|favorably today than it was in 


1948 in the opinion of 31% of the 
| editors. There was no change in 
| the opinion of 54% of the editors. 


French Language Magazine 
Launched ir Canada 

A new French language semi- 
annual publication, Mon Bebe, has 
been issued by Faust Publications, 
Montreal. The new publication will 
| be distributed through French lan- 
|guage hospitals to every new 
| mother in the provinces of Quebec, 
| Manitoba and Ontario. Plans call 
| for 30,000 copies to be distributed 
each January and July. 

It is the only French language 

magazine on babies’ and children’s 
|care in Canada, according to the 
| publisher. 


Promotes Robert Templin 


Robert E. Templin has been pro- 

moted to assistant director of agen- 
cies in charge of advertising and 
| sales promotion of the Northwest- 
ern Mutual Life Insurance Co., 
Milwaukee. Mr. Templin, an agen- 
|cy assistant in the home office 
agency department since 1948, has 
specialized in sales promotion and 
advertising work. His appointment 
will enable Willard H. Griffin, as- 
sistant director of agencies, to de- 
vote his full time to field super- 
vision and general assignments in 
the agency department. 


| Agency Network Adds Three 
The National Advertising Agen- 
cy Network has added three mem- 
bers. They are Henderson Adver- 
tising Agency, Greenville, S. C.; 
Ray C. Jenkins Advertising Agen- 
cy, Minneapolis, and White Ad- 
vertising Agency, Tulsa. 


Hollingbery Names Daly 

Edward A. Daly, formerly with 
Paramount Television Productions, 
has joined George P. Hollingbery 
Co., New York, radio-video sta- 
tion representative. 


of the 


Gellé 


“~ 


public relations director, Rey J. Bernier, is 
s job as publicity chairman for Milwau- 
.A new director of Pioneer 
advertising director, 


Miller Brewing Co.’s 
doing a repeat of last year’s 


kee’s 1951 Community Chest campaign. . 
Suspender Co., Philadelphia, is the company’s 
Ralph J. Roberts. . . 

Lloyd E. Yoder, general manager of KNBC, has been elected a 
director of the Touchdown Club of San Francisco. . .““Years of Eden,” 
a first novel by Gordon Jenkins, Benton & Bowles copywriter, has 
just been published by Little, Brown & Co...Jack M. Stewart, ad- 
vertising and public relations manager in Oregon for Standard Oil 
of California, has been named chairman of the roads and highways 
committee of the Portland Chamber of Commerce. . . 

Max Sherover, president of the Linguaphone Institute of Ameri- 
ca and a leading figure in U. S. import-export, has been invited 
to address the Advertising Congress of West Germany in Hamburg 
on May 17. The only American on the list of speakers, he will talk 
on “Brand Name Advertising” as handled in this country. .. 

Myron H. Ackerman, president of Foundation Worsted Mills and 
board chairman of the Men’s Tie Foundation, has been selected by 
the Associated Men’s Wear Retailers of New York to receive the 
1951 “Man of the Year” award for his “distinguished and outstanding 
contributions and service to the men’s apparel industry and the 
community.” 

Fifty space buyers and other agency executives gave a luncheon 
at the Waldorf for E. Royal Everett, Foster & Kleiser salesman, who 
is retiring after 25 years with the company...Kenneth Grogan of 
the ad department of the Hartford Times, and Mrs. Grogan are 
parents of a new baby, Kenneth Jr... 


LIFER—Amon Carter (center), publisher of the Fort Worth Star-Telegram and owner 

of WBAP and WBAP-TV, holds a scroll making him an honorary life member of the 

Fort Worth Advertising Club, which he helped organize in 1909. The presentation 

was made by Jim Edwards (left), a past president. At right is A. L. Shuman, the 
club’s only other honorary life member. 


Two “oldtimers” at the Texas Daily Newspaper Assn. convention 
in Temple, Tex., March 22-24 were A. E. Clarkson, Houston Post, and 
Ward Mayborn, Sherman Democrat. They took part in the first meet- 
ing of the Texas Newspaper Publishers’ Assn. (forerunner of TDNA) 
30 years ago. Both have served as association presidents, and Mr. 
Clarkson has been treasurer for 29 years. . . 

Robert F. Hancock, son of Herbert D. Hancock, publisher of the 
Record, Chelsea, Mass., has enlisted in the Navy and is located at 
the U. S. Naval Training Center, Newport, R.I. Son Robert was in 
the mechanical department of the Record before his enlistment. . . 

It’s a father and son team on the citizens committee selected by 
Mayor William F. Devin of Seattle to work with price stabilization 
officials. Included on the committee are H. O. Stone, vice-president 
of Pacific National Advertising Agency, highly regarded ad veteran, 
and his son, Loren Stone, manager of Station KIRO. .. 

Ted Stedman, central regional sales manager of Lever Bros. in 
Chicago, was awarded the Lever Quarter Century pin a couple of 
weeks ago. ..And the Quarter Century Club of Gerlach-Barklow Co., 
Joliet, Ill, ad specialty maker, gained a new member March 31, 
when Ambrose A. Bender, Hamilton County, O., sales representative, 
was given a gold lapel pin and a government bond.. . 

The Better Half of G. Rogers Porter, advertising representative of 
Field & Stream, won first prize—$1,000-.in cash and redecoration of 
her living room as she planned it—in the amateur group of McCall's 
“My Living Room” contest. ..Fleur and Mike Cowles have returned 
from a Bermuda vacation. . . 

Bryan L. Donaldson, public relations director of Methods Engi- 
neering Council, Pittsburgh management consultant, will be married 
on May 12 to Betty Ann VanderMeer, a reporter for the Post, 
Bridgeport, Conn. ..World Video's president, Arnold Michaelis, was 
married last month in Mobile, Ala., to Marianne Forrest, a lyric 
soprano... 

John M. Abraham, v. p. of Coronet Instructional Films, Chicago, 
has been made a fellow of the Royal Society of Arts of England, 
in recognition of his contribution to world education through the 
medium of 16mm sound movies. The scroll of membership was pre- 
sented in Chicago by Norma Barts, film officer of the British Infor- 
mation Services. . . 

S. O. Shapiro, circulation manager and v. p. of Cowles Magazines, 
has taken the job of national chairman of the publishers, news- 
dealers and distributors division of the 1951 United Jewish Appeal, 
which must meet a budget of $203,684,000 for its three agencies— 
United Palestine Appeal, Joint Distribution Committee and United 
Service for New Americans. . . 
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IF YOU WANT more sales volume, 
you can get it by starting from 
the retailer’s point of view. 
What he wants to stock and 
push is what his customers want 
to buy. He does not get excited 
about a brand that does not 
excite his customers. 

More and more, selling the 
retailer means selling his cus- 
tomers. Advertising run just to 
impress the retailer is not equal 
to the job today. It must im- 
press his customers. 


To build volume, promotion 


of a brand must create a con- 
sumer franchise that assures a 
substantial share of the day-in 
and day-out buying by consum- 
ers. It must meet and offset com- 


petitive promotion. 

From its study of selling in 
the Chicago market, the Chi- 
cago Tribune has developed a 
sound procedure that can get 
extra volume and a stronger 
market position for your brand. 
It is based on the retailer’s own 
need for higher volume and his 
program to get it. 

Built to meet conditions in 
Chicago, the plan can be used 
in any market. It is based on 
the trend to fewer brands per 
line per store and the increas- 
ing reliance by retailers on cus- 
tomer self-service. 

It produces larger orders and 
cuts delivery expense. It gives 
you the benefit of the retailer's 


Retailers back it 


because it starts from their point of view- 


The Chicago Tribune 


Consumer-Franchise Plan! | 


own promotion withoui depend- 
ence on special deals. It earns 
better store inventories and shelf 
position. 

If you bear the responsibility 
for immediate sales, or are con- 
cerned with long range plan- 
ning for continued company 
success, the plan merits your 
investigation. 

Decide now to learn how you 
Can put it into operation in your 
business. It will get the ready 
support of your sales organiza- 
tion. 

Your nearest Chicago Trib- 
une representative will be glad 
to tell you about the plan. Ask 
him to call. Why not get in 
touch with him today? 
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if Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 
Chicago New York City _ Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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I“ NEW YORK, the world’s largest. 
wealthiest, most competitive market. 
the Journal- American best combines 
the basic qualities that make for 
volume sales. 

First, the Journal-American goes into 
| more than 700,000 homes... is read by 
| more families than read any other 
evening paper. 

Second, this one paper penetrates 
nearly half of the New York home 
] market served by metropolitan evening 


—- - 
OE OO I eee! A nls a) 


ye American 


~— Bao boot. Ss 
OUFTIAL «gry 
‘EVAN AMERICAN, CEaER FOR AU \\SSS ED 


ye OA HEARST NEWSPAPER 
NATIONALLY REPRESENTED. BY HEARST 


papers. It effectively influences the 
spending of New York families when 
and where they have the leisure and 
desire to respond to your sales message. 

To get your full share of New York's 
multi-billion dollar take home pay, to 
sell more merchandise to more people, 
send your story home through the 
Journal-American, favorite take home 
newspaper of the largest evening 
audience ever offered to a New York 
advertiser. 
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Advertising Volume Figures for March Issues of Business Papers 1951 soso Business Paper Ad 


. . Department Store Economist 86 
These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- a -:--- 3 4 Linage Gains 5.5% 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand-_ Electrical Merchandising ‘ | 
ard 7x10” advertising page. a. Re v0 Over March, 1950 : i 
ie oon he fore Equipment Retailing . 57 61 c pat Sata ’ i 4 
a INDUSTRIAL GROUP 1951 1950 1951 1950 — 6 a fle HICAGO, Apru . vertising =| 
rs Aero Digest 69 Coal Age 160 140 Petroleum Refiner .. . *150 160 | Florists’ Review (w.) '§#520 + §*582. VOlume for March, in 259 business ' 
; American Aviation (bi-w.) “49 *47 Coal Mining 20 25 Pit & Quarry ....... *158 “151 Fueloil & Oil Heat . §115 98 papers, was up 5.5%, or 1,620 | 
American Busider 138 155 Commercial Car Journa’ . 157 146 Plant Caginaving > 92 63 63 87 J ° oe ' : 
American City ‘ 134 = Construction Digest 1e- w.) 3 on pune ewes a x. eR 27 31 pages, to a total of 30,925 pages, Hy ; 
4 Amer 0 oot ff Reporter Constructioneer ad ower 0 * ” * g , os j ; ' 
a Ameriene Machinist (bi-w.) *439 *357 Construction Equipment . 5) 17 Power Engineering 74 64 ooo fae ivi “) at a = - compared with 29,305 — re 
American Printer 28 36 Construction Methods & Practical Builder . 137 134 | Hosiery & Underwear Review 103 6 the same month last year, accord- i 
Analytical Chemistry 41 Equipment : *129 *112 Printing Magazine . 57 SB Hosiery Industry Weekly 52 49 ing to Industrial Marketing’s } 
cs Architectural Record 193 169 Construction News Monthly “80 *75 Product Engineering . "299 *244 Hosiery Merchandising .. 28 25 hly te . 
ve Arts & Architecture 19 18 Constructor 48 49 Production Eapinsering Implement & Tractor monthly tabulation. 
Automotive Industr es Contractors & Engineers & Management ... "123 *79 (bi-w.) iS ee "193 **207 The 153 industrial papers re- | 
(semi-mo. ) $317 §256 Monthly (9%4x14) *60 “57 Products F Finishing Implement Record 53 57 e j 
Aviation Age *51 *33 Dairy Record ... 68 77 (4 9x6! 77 70 Indentrio! Distribction __. 207 191 ported a gain of 94 fo, OF 1,610 } j 
Aviation Week ey m= Gesiee es yar | = Progressive Rrenitecture out elas Jewelers’ Circular-Keystone 170 174| pages, in March. Twenty-nine class 
Y Hel bi-w.) § iese! Progress urchasing ........ : oP P : . : - 
preps 80 85 Distribution Age 53 48 Quick Frozen Foods & bens ve ne fe » | peeteniten gained 11.8%, a new 
Better Road 29 34 Drilling the Locker Plant .... ps i is year, i - : 
Raeard Genlelasrs 49 42 Drug & Cosmetic Industry . . 97 101 Railway Age (w.) ..... 204 203 — Store & Olepenser .. m a4 ght a 7 ne and the a prod ' 
Brewers’ Digest 41 42 Electric Light & Power... 101 93 Railway Engineering & A aetarienaepatia 131 119 uct news pub ications were up 180 j : 
bee Te —4.: ~y ‘3 103 a ° *127 *2 Raiteer Mechanical ified ad 69 Wotor Service (4i 4x6'q) .. 148 139 | one-ninth-page units, or 8.1%. ; : 
ranspo . 2 ati . , ; 
ne Big ~ oto ‘hows Ctostriest Engineering i a Electrical ay Satins | z Mi Sante) deweler) 14s 165 Py a —ao ey were | ! 
(41/ox6l/o) 85 81 Electrical South .... Railway Purchases ‘ores | Wational Bottlers’ Gazette oO 5% for Ma a lo ' : 
putter Cheese & Milk Electrical West ‘ 75 75 Railway Signaling & National Bottlers Gazette . we A Se ; : arch, a ” of 418 | 
3 Products Journal 38 44 Electrical World (w.) .... "284 *254 Communications 3K 32 | Photographic Trade News _. 49 71 pages. Seventeen export papers al- ‘ 4 
i Canner (w.) ‘9°85 "65 Electronics “ ' *298 *226 Roads & Streets .......... bp 3 om Plumbing & Heating Business 95 93, SO registered a drop, down 64 
7 * ; - 
BChemicat & Ena\neering oe. 115 116 Southern Lumber Joureal.. 72-0 73| Plumbing & Meating Joural’ =» 6868 | pages, or 6.3% off March 1950's 
News (w.) 172 146 Engineering News-Record eee | erans Souther 1—3¥ i"  - I Wh ~~4 ia —— 35 39, Volume. : 
hi ie ‘ *298 "286 (w.) . Southern Power ndustry my a NO ie 
3 Chemical Industries Weed 96 100 Excavating Engineer 36 39) Steel (w.) ......... “414 #379 pend ag hay AFD M4 12a | Ctesstfieation tains ~ » ? 
Chemical Processing 145 124 Factory Management & , * ! Supervision eeecesecees 5 3 Sheet Metal Worker ..... ” *62 66 155) 1080 
Civil Engineering 45 48 2 + - 7 a 4 Telephone Engineer 92 98 Southern Automotive Journal 134 151 | Industrial 18.673 17,063 
° eat csepetotes — | oe ene oe eetiony aa Southern Hardware ........ 85 105 | Product News *2,392 °2.212 | 
Fleet Owner .... 123 102 Telephony (w.) ...... , *139 “114 Sporting Goods Dealer 163 190 
Food Industries... 118 *130 | Textile Industries ........ 151 133 | Sports A = mss S| crate 5.964 6.380 
Product Information Food Packer . *35 "40 | Textile World ........... 202 208) Super Market Merchandising 130-106 | Export 0Ct«é«a 
ro uc r ood Processing Timberman .......-...--- Variety Merchandiser | Ue 
Foundry .. *172 *170 | Toot 4 Die Journal jo * === 82 123! *Figures are for one-ninth-page “standard units. 
| Fa ee OL 100, Trae World’ Gai) So) amaam segs | 908 Construction & | . “we : 
more vital now than ever! | Heating 4 Nostastiee ca 67 64 Tool Engineer ........... “ 2 Total " ait 5.964 é 380 | ‘o Double Mill Capacity 
| Heating, Piping Utilization ......... d | Oat wn. eennne + 5 . aihonus nana 7 
| "Conditioning. z) 168 105 |Ginte Eatnin |... 37 29 International Paper Co., New 
| Tee Cream Review... 92 108 Water & Sewage Works .... 57 57 | CLASS GROUP York, has announced plans for 
CONVERTING Industrial & Engineering Water Works Engineering 57 50 | Advertising Age (w.) doubling the capacity of its new . 
TO WAR Chemistry - 103 116 Welding Engineer 38 37 (1034x14) .... 0.600. "241 185 dissolving pulp mill in Natchez ; 
, Industrial Finishing Western Canner & Packer . . #36 #41 | Aeronautical Engineering — pt . ’ / 
RODUCTION (4\gx6'o) *g2 *88 Western Construction ance BR pe aaatien< 47 27, Miss. The mill, which has a daily 
pete} Deve +4 = Western Industry . a $65 os | Raat = oth “2 7 capacity of 300 tons, will be en- 
nd sali iaea ri reser... mene : a ae 
Hated Prictar A x wend Garter Digest ; air 2 9] larged to bring the total capacity 
Iron Age (w.) .... 9597 §*568| (4V/ox6!/9) *150 #154 Senting “agnonto tt ae 8 to 600 tons, by the fall of 1952. | 
Lumberman . §*144 §*116 Worl D nodes *151 *148 | Billboard ( i 4) (w.) °'§*276 §*226 | ' 
Magazine of Busing wre 228 179 world ae nee ; 59 63) oe LF . _ - Promotes Donald Salisbury i 
achine & Tool Blue Total 18.673 17.063 ountain Restaura’ 
O° girs ee — EE. eno ee teenies . . Combinations ........ 33 33 : 7 } 
Machiae Design an B+ . Cleaning & Laundry World __ 33 a2| Donald E. Salisbury, in the Oak- i 
tly checking IEN f -to- | Machinery a 271 226 PRODUCT NEWS GROUP information | Lema! Survey ........... 117 113| land, Cal., office of Foster & 
gently checking OF UP-TO- | wanufacturers Record .. *31 §*94| Volume figures for product news i ton | Fountain Service ......... 40 45| Kleiser Co., San Francisco, outdoor 
: : , Marine Enyineering & publications are reported in 1/9 page _units | Hospital Management M4 72) advertising, has been named Oak- 
; -minute information on Shipping Review ... 81 79 | (approx. 314x434”)... not in standard 7x10” | Hotel Management . * §133 131 4 sing, has : , 
ft Mess Trammpertation 28 26 pages. Hotel Monthly .... a *44 «ag land branch manager. He succeeds 
es EQUIPMENT Materials & Methods . 133 I b-—~-! —— pees = 329 | Motel World-Review (w.) " «aq 4: R. Jordan who has been trans- 
; eee Semen 17 -10h | Iedectrat Waintranee "93150 | edt Maricing SSE “GR ferred to San Francisco as branch | 
- PARTS | Metal Finishing... *67 #77 | New Equipment Digest . . 573 463 | Journal of the American manager. ° ) 
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Mobilift Ups Ad Budget 20% 
A 20% increase in its 1951-52 
advertising budget to accommodate 
| advertising and promotion for the 
|new “Tier-Master” fork lift truck 


™ 


any size you like i 


elty, will appeal to 
both men and wom- 
en. Envelope Gift 


ons AKA 
|has been announced by Mobilift | gross, in tots of 1000 Ast, Sous 
|Corp., Portland, Ore. A campaign | *4¥ertising message free of charge. 
has been launched, using trade $-T-R-E-T-C-H-1-N-G ary 


| publications and direct mail. Allen 
& Clenaghen Advertising, Port- 
| land, is the agency. 


| Allen & Clenaghen to Move 


: Allen & Clenaghen Advertising, | por action. DRAMA. ATTEN TION VAL- 
Portland, Ore., plans to move its ne all—A Riot at Conventions, 
Thomas Publishing Company | office at 1135 sw Yamhill St. to snd cid keep. carry. and, ghow si 
‘ . |larger quarters a t your advertising dollar 
: saad... :csmn patomsineleacahedaer tes RIVER RAISIN PAPER COMPANY Ave. late this month, At the same | per M tor 5008. ‘Less’ for’ lereer’ aus 


| - A for Less for larger quantities. 


BRANCH OFFICES~ BOSTON - CHICAGO time, the agency will add Don ee, 2 Bhone Diversey Sage 


: CLEVELAND. - DETROIT - INDIANAPOLIS James, free lance writer, to its|] . MEINHAROT & €O., Ine. ae 
a LOS ANGELES - PHILADELPHIA - PITTSBURGH copywriting staff. | & Lincoln Ave... enon, BoP 


DISPLAY DIVISION . MONROE, MICHIGAN 
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NET PAID CIRCULATION 
6 months ending December 31, 1950 


| LADIES’ HOME JOURNAL az 4,544,412 


| | WOMAN’S HOME COMPANION 4,076,045 
fF MeGaat6 oe age 3,865,558 


GOOD HOUSEKEEPING — 0... 3,081,565 


Same Period 1949 Same Period 


HOS aaa 4 
- ‘ 
. : 


1950 vs. 1949 
i i Ladies’ 
That’s the story of the women’s service field as it actually exists— 
Home Journal . . . 4,429,260 .. . +115,152 without fanfare or claim. For at the COMPANION we hold that a valid 
‘ rate structure must always be based on documented delivery! 
Women’s Heme We sell th nt, n the fut d only th t when it nd 
7 e se ¢ present, never the future, and only the past when it ha 
Companion - +++ + 4,000,156... + 75,889 an immediate bearing on what is currently happening. And here's ho 
; we stand: 


Good 
Housekeeping . . . 3,080,493 ...+ 1,072 


In the second half of 1950 the COMPANION increased its total net 
paid circulation to the highest point in its entire history. 
NE oe 2 3,937,386 ee = T2908 Moreover, only the C OM PANION, of all four leading women’s service 
magazines, can report uninterrupted circulation increases for each 
6-month period over the last three years. 


So when we say the advertisers are learning that the COMPANION is 
the magazine to watch, we refer to A. B. C. Publisher's Statements—not 
estimates of the future. We speak of a /ong-term upward circulation trend! 
So why not check the COMPANION today? 


Only a magazine which provides vital answers to all the basic 

needs of women today could tell this success story. 

The magazine millions of women depend on for 

PERSONAL SERVICE +- HOME SERVICE + PUBLIC SERVICE 


—( 'OMPANION 


Average Circulation: more than 4,000,000 
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Here ane the baked beans 
: that Mother bought, 
| even though the nest of the family 
wanted a diffenent brand. 


Thats night - no beans 


Cunless they're still on the grocer’s shelf). Because, when it comes to eating, Mother knows that she has to consider 


the whole family. In her home, as in most American homes, buying is a family affair. 


$ A good way to sell beans, or light bulbs, or practically anything else, 
the whole family uses and decides on, is through the magazine the whole family reads, 


trusts, and enjoys — THe American Macazine. 


For this is the best-liked magazine in more than 2,500,000 prosperous American homes — 
where it is read by over 85°, of the men, women, and young adults. And each of the readers spends 


an average of 5 hours and 24 minutes with every issue! 


They read it... they believe it... 


they act upon what they read! 


THE 


, 
Advertisers find it’s easier to sell good things ee. merican | 


MAGAZINE 


to American families when they use the 


family’s trusted friend — the magazine of 


opportunity — THe American Magazine. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N. Y. PUBLISHERS OF THF AMERICAN MAGAZINE, COLLIER'S AND WOMAN'S HOME COMPANION 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


The Creative Man Doffs His Hat 
How to Go Fishing in the Labor Pool 
Ten Commandments for Salesmen 
The Wholesaler as a Merchandiser 


The Committee on Modern Food Distribution Reports... 


What Wholesalers Are Doing to Help Small Food Retailers; 
Trend Toward Wholesaler-Retailer Teamwork Is Apparent 


About 20 or 30 years ago, the survival 
of small and medium-size food store op- 
erators became a matter for deep concern, 
as large retail operations took over a sub- 
stantial portion of the market. 

In the five years since the last war, it 
has appeared that the large retailers might 
be entering a second period of expansion. 
Out of necessity, a new relationship be- 
tween wholesalers and small, independent 
retail grocers has deveioped—a relation- 
ship which already has resulted in a part- 
nership arrangement between many 


. wholesalers and their small customers. 


The Committee on Modern Food Dis- 
tribution, which started with a group of 
friends around a luncheon table, has com- 
pleted an important study of this trend. 
The group included Rudolph L. Treuen- 
fels of the College of the City of New 
York, chairman; Ralph B. Johnson of the 
National-American Wholesale Grocers’ 
Assn., vice-chairman; Grant Gore of Bid- 
dle Purchasing Co.; Ralph Head of Batten, 
Barton, Durstine & Osborn; Richard H. 
Moulton of General Foods Corp., and Rob- 
ert W. Mueller of Progressive Grocer. 


s The committee has never had a budget 
nor a sponsor as such. However, concerned 
by the dearth of information on this trend, 
it mailed questionnaires to wholesalers 
throughout the country. A total of 478 
usable answers’ were received—a 12% 
response. The study does not cover spe- 
cialty wholesalers, wagon jobbers or meat 
or produce retailers. 

The committee admits that the response 
probably is weighted in favor of progres- 
sive wholesalers, who cooperate closely 
with their retail customers. Further, it re- 
ports, the detail demanded by the ques- 
tionnaire undoubtedly brought higher- 
than-average returns from both small and 
large houses. The report, which was writ- 
ten by Grant Gore and published by Gen- 
eral Foods’ sales division as a service to 
the industry, does not attempt to pass 
judgment on what may be good or bad, 
wise or unwise, under any given circum- 
stances. 


@ The wholesaler today, the report de- 
clares, is finding that he can do more than 
break down, store and deliver foodstuffs 
at minimum cost. He can be far more 
than a warehouse man. He is finding him- 
self in full partnership with the other 
member of the wholesaler-retailer team, 
with both dedicated to the most modern 
and efficient merchandising of foods to 
the consumer. 

Today, we find wholesaler after whole- 
saler who is acting not only as an effi- 
cient, low-cost course of supply for his re- 
tail customers but also as the strategist in 
that retailer’s long-term planning and as 
the tactician in his daily and weekly bat- 
tles with his competitor down the street. 

Here, in brief, are some of the methods 
that have been adopted by wholesalers, 


as listed in the report: 


@ Keeping Retailers Informed—One of 
the least costly and yet one of the most 
valuable services that a wholesaler can 
perform for his retail customers appar- 
ently is in keeping them abreast of cur- 
rent conditions. The retailer wants to 
know something about markets in general; 
he wants to know what prices his prin- 
cipal competitors are charging; he often 
would like to have suggested resale prices; 
and he certainly wants to know as far in 
advance as possible about scheduled pro- 
motions on the part of manufacturers, 
packers and other suppliers. Many whole- 
salers are providing this information to 
their retailers, most of them on a fairly 
regular and systematic basis. 

Advertising and Sales Promotion—More 
than a third of the wholesalers are aiding 
their retail customers in regular advertis- 
ing and promotion plans—the small as 
well as the large. Here is one field in 
which many of the smaller houses can 
do as effective a job as their large com- 


i) 20 30 


Per Cent of Wholesalers Sponsoring Newspaper Advertising 
10 40 50 60 70 


petitors for the simple reason that in 
most cases the cost of the program is 
spread over a large number of retailers, 
without any one of them bearing a heavy 
cost burden. Advertising on a cooperative 
basis often provides an answer to many 
other difficult problems, such as cus- 
tomer loyalty, price undercutting and 
regular featuring of favored brands. 

Links with the Retail Trade—One of the 
more spectacular developments of recent 
years is the substitution of a supervisor for 
the so-called salesman with an order 
book. Through use of pre-printed order 
forms, many wholesalers are able to free 
their salesmen from the routine of order- 
placing for the more lucrative task of aid- 
ing the retailer with his merchandising 
and selling problems. 


@ Modernizing the Retail Store—Fre- 
quently the expense of maintaining a store 
engineer is being met in two ways—the 
increased volume of the customer who 
has modernized usually is more than 
enough to offset the out-of-pocket ex- 


Region 

New England 
Middle Atlantic 
East North Central 
West North Central 
South Atlantic 

East South Central 
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Per Cent of Wholesalers Willing to Distribute Point of Sale Material 
0 10 20 30 40 50 
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South Atlantic 
East South Central 
West South Central 


Per Cent of Wholesalers Assisting 


“« 


Pacific 


Country as a whole ad 


penses of the wholesaler; and more often 
the wholesaler is able to assess a moderate 
charge for the services of his engineer. 
Procurement of store equipment by the 
wholesaler for his retail customers often 
is a profitable sideline. 

Systematic Training of Retailers—The 
number offering this service to their re- 
tail customers is small, but apparently the 
rewards are rich for those who do. T 
benefits are manifold. Entirely aside fr 
making the retail merchant a more 
telligent operator, and hence a more pr 
itable customer, wholesalers find t 
when they embark on training progra 
for their retailers they tie those retail 
more closely to them... 

Locating and Merchandising Non-F 
Lines—This is a relatively untapped fie 
but those who have entered it are e 
thusiastic about its profit possibilities 


s Accounting Aids for Retailers—T 
service, although used by comparative 
few, is a valuable tool in implementi 
the other services offered to retailers 
wholesale grocers... 

Financial Assistance for Retailers—T 
final step in the growing trend toward 
full partnership of wholesaler and retail 
has not been taken by many but the me 
fact that it has been taken by some, and 
all parts of the country, is one of the m 
surprising and important findings of t 
Committee on Modern Food Distribution. 
Methods vary, of course. Some actually 
loan their own cash to retailers; others 
have a working arrangement with a local 
bank in order to facilitate the transaction. 

These, then, are some of the specific 
findings of the committee on aids and 
services that are actually being offered 
There are other more general findings of 
possibly deeper significance which must 
be examined because they may provide 
the basis for many long-term decisions. 
Here are some of them: 

1. Wholesalers have gone much farther 
than probably anyone suspected in the di- 
rection of forming strong wholesaler-re- 
tailer teams, with well-developed meth- 
ods of serving the needs of those teams to 
the benefit and profit of both wholesalers 
and retailers. 


@ 2. The size of the wholesaler is not the 
determining factor in the formation of an 
effective team. Even the small wholesalers 
have found their retail customers eager, 
willing and able to help finance the cost 
of those parts of a program that are not 
self-liquidating .. . 

3. Apparently most—but not all—of the 
services projected by wholesalers in be- 
half of their retailers are more effective 
when backed by a strong, closely-knit 
group, whether it be a voluntary or a re- 
tailer-owned house. 

4. Perhaps the most striking finding of 
all is the marked regional difference in 
the “retail-mindedness” of wholesale gro- 
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cers. This has resulted in what might be 
termed clusters of intense activity in the 
field of wholesaler-retailer teamwork. It 
would almost appear that the attitude is 
contagious—when a few in a territory 
adopt forward-looking plans for closer 
collaboration with their retail customers, 
others quickly follow, usually with inno- 
vations of their own... 


a The report discusses each of the above 
methods in detail. The chapter on ad- 
vertising and sales promotion reads as 
follows: 

More than a third of the grocery whole- 
salers—and that includes many small 
wholesalers as well as large—sponsor 
newspaper advertising for their retail 
customers. This study shows that almost 
one out of five of the so-called “little 
fellows”—those doing a volume under 
$1,000,000 a year—report that they are 
sponsoring regular newspaper advertis- 
ing programs for their retailers. 

This study was concerned only with ad- 
vertising and sales promotion of whole- 
salers in behalf of their retail customers, 
and not with activities of a wholesaler 
for his own house or own brands as such. 

This study shows that 35% of the 
wholesalers answering this question do 
sponsor newspaper advertising on a more 
or less regular basis. This probably can be 
considered a_ satisfactory performance 
when it is realized that the total sample 
includes many who are small and many 
thers who are neither retailer-owned 
ooperatives nor voluntary sponsors (see 
hart). 

The overwhelming majority, apparent- 

»- have come to the conclusion that their 
dvertising pulls best when it can benefit 

om continuity—84% say they place 

eir ads weekly or even more often, with 

% favoring the weekly schedule. Only 
7% of those who advertise do it less 

equently than once a week, with this 

curring often throughout the 
uth. 


most 


The larger houses probably are in a 
letter position to advertise than the 
mailer ones. Frequently the little opera- 
br is struggling for enough volume to 
teep operating and simply does not have 
he cash to pay for advertising out of 

s own pocket; he does not have the 
Rea to attract substantial allowances 
om brand owners; or he finds that his 
tail customers, in turn, are too small or 

scattered to be able to afford cooper- 
ative advertising. 

It is. highly significant, however, as 
was pointed out above, that quite a num- 
ber of the houses in the below $1,000,000 
class do sponsor newspaper advertising 
for their retail customers. Here is the 
record on that point: 


Per Cent Sponsoring 


Annual Volume Newspaper Advertising 


Under $1,000,000 ° 17% 
$1,000,000 to $3,000 990 ‘ 40 
$3,000,000 to $10,000,000 56 

* Over $10,000,000 .. 69 


There is a heavy proportion of volun- 
taries and retailer-owned cooperatives 
mong those who advertise. It is difficult, 
in other words, to set up an effective ad- 
vertising program without either a group 
or a line of private labels around which 
it can be centered. Reports show that 
69% of the wholesalers who sponsor a 
voluntary group and 71% of the retailer- 
owned houses advertise, whereas among 
the wholesalers who do not sponsor a 
group only 12% do any regular newspa- 
per advertising in behalf of their retailer 
customers. 


s This fact is borne out by examination 
of the newspaper advertising sponsored 
by wholesalers according to their activity 
in the private label field. We find that 
among houses that do none of their vol- 
ume under their own brands, only 17% 
sponsor regular newspaper advertising. 
On the other hand, wholesalers who do 
a substantial portion of their volume 
under their own labels find it necessary 


. ied 
2 oe 


to go in rather heavily for newspaper ad- 
vertising. Otherwise, they report, they 
might find it difficult to get enough turn- 
over for their own brands to make it 
profitable to handle them. This is how 
advertising breaks down on the basis of 
private label business: 


Volume Done Under Per Cent ——_— 
Private Label Newspaper Advertising 
eeees 17% 
Sm to 10% 33 
If te doe, 
21% to 4) 2 53 
31% to 45 64 
45% . 43 


It would appear that the wholesalers 
who operate over extended territories 
find it necessary to engage in newspaper 
advertising to a greater extent than do 
those who hold to relatively tight terri- 
tories of 50 miles or less. This may, how- 
ever, simply reflect the fact that the 
larger houses tend to cover a bigger terri- 
tory than the small operators and, as has 
already been shown, the big houses tend 
to do more newspaper advertising. Of 
those who confine their operations to 50 
miles or less, only 26% engage in news- 
paper advertising campaigns. Moving up 
the scale, a larger proportion advertises: 
42% of those covering a 50 to 100 mile 
territory advertise, as do 45% of those 
in territories that extend over 100 miles. 


s It is probable that those who confine 
a large part of their activities to a metro- 
politan center find it too expensive to 
take space in the daily newspapers. There 
is simply too much waste circulation. The 
wholesalers who operate in suburban or 
rural areas may well be able to afford 
the cost of space in weekly newspapers 
and the smaller dailies. A wholesaler in a 
big city may have only one customer out 
of sixty retailers whereas in a small town 
he may service one out of six. 

Starting the Service—The big question 
for many wholesalers is how to go about 
setting up an advertising service. It would 
appear from reports submitted that there 
are almost as many ways of launching 
an advertising program as there are 
wholesalers engaged in the practice. 

Fundamentally, in the great majority 
of instances, the cost of newspaper ad- 
vertising is collected in three ways—(1) 
from the retailers who participate in the 
campaign or who are members of the 
wholesaler’s voluntary group; (2) from 
the manufacturers whose products are 
promoted in the advertising; or (3) a 
combination of these two. 

In some cases the wholesaler follows 
the practice of footing the entire adver- 
tising bill, charging his customers nothing 
for the service. (In fact, in at least two 
instances, wholesalers go so far as to make 
payments to retail customers to reimburse 
them whenever they mention any of the 
wholesaler’s private label merchandise 
in their ads.) Some wholesalers maintain 
an advertising department which pre- 
pares the ad copy for any retailers who 
want the service—and do it free. 


@ Others collect the cost of their adver-4 
tising department by retaining a part of 
the allowances collected from manufac- 
turers, or by charging a set fee for each 
ad that is written and laid out. Some col- 
lect regularly from their retail customers 
for advertising—plans range upward from 
$1 a week, which could pay for only a 
small part of the total cost of any exten- 
sive space used in local newspapers, while 
others charge as much as $12 weekly. Still 
others base their charge on a percentage 
of the gross volume of the participating 
retailers, with % of 1% being a common 
figure. 

Others prorate the cost of space among 
all benefiting retailers, also frequently 
on a gross volume basis. Some wholesalers 
permit their retail customers to go in or 
stay out of the weekly ad, as they choose; 
some of the tightly controlled voluntaries 
make newspaper advertising compulsory, 
and insist on regular participation and 
regular payment. Many, of course, turn 
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The Creative Mans Corner 


Some years ago, an organization by the name of the Hat Research Founda- 
tion ran a campaign urging men to wear hats in order to attract the opposite 
sex. This particular stratagem overlooked entirely such masculine handicaps 

. as a flat chest, a pot belly, a 5’ height or a receding chin, which the mere wear- 
ing of a hat could not possibly overcome. About the only masculine handicap 
a hat can hide—and that not for long—is a bald pate. 

Now along comes Adam with a spread that says a $7.50 Adam looks indis- 
tinguishable from a $10 Stetson, Knox or Cavanagh—if you can still get a Cav- 
anagh for ten bucks. Through an engraver’s glass, the Adam seemed, to this 
viewer, to sport much less nap than the $10 chapeau. But, be that as it may, 
there is one feature of an Adam hat that is all too distinguishable from a Stet- 
son, a Knox or a Cavanagh—and that is the label. 

According to the best figures available, the hat as an item of masculine 
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wearing apparel is, to say the least, diminishing in popularity. It is to be 
doubted that the high cost of buying a hat back in restaurants is solely re- 
sponsible for this. The Corner suspects that the increasing emphasis on rugged, 
outdoor masculinity is chiefly responsible—plus an increasing casualness in 
dress. The Corner suspects that, apart from the shiny pated, most men who 
wear hats are men engaged in occupations where wearing a hat is still re- 
garded as an indication of gentility or business success. And these men, The 
Corner suspects, are more interested in the label than in the price tag. 

Hence, The Corner has a feeling that this Champ ad, dramatically pointing up 
the lightness of the Champ, is a better selling ad than the Adam ad. And he is 
strongly convinced that this Cavanagh ad—which doesn’t even show a hat and 
says nothing about price—can easily be put down as the most practical ap- 
proach to selling hats in many a long year. The Corner doffs his—yes, he doffs 
his Cavanagh to it. After all, he has a position to uphold—regardless of the 


Fhe 


all their advertising worries over to their 
national voluntary and simply go along 
100% with headquarters. 

Each plan is tailored to fit a specific set 
of conditions. It is highly doubtful that 
one wholesaler could lift another's adver- 
tising plan bodily and successfully apply 
it without change to his own operation. 
The variations are infinite, and the whole- 
saler who has reached the point that he 
needs local advertising will not have much 
difficulty in working out the details of 
a plan... 


s Advertising Allowances—Probably an 
essential of any plan is the collection of 


advertising allowances from processors, 
manufacturers and packers. In years past 
this practice took on a bad name because 
of the abuses involved. Under the law, 
however, collection of an allowance calls 
for performance—substantial perform- 
ance, and without subterfuge. This has 
cleared away a considerable part of the 
objections to advertising allowances, al- 
though by no means all of them. 

In instances where manufacturers, or 
a group of manufacturers within the in- 
dustry, have followed the practice of of- 
fering advertising allowances on a stand- 
ardized basis, it would seem that whole- 
salers frequently have been able to make 
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effective use of them. It is not, however, 
within the scope of this committee to at- 
tempt any evaluation of the economic 
consequences of manufacturers’ policies 
in regard to advertising allowances. There 
are valid arguments pro and con and it 
is not our desire to enter the lists on either 
side. 

Other Sales Promotional Activities—In 
addition to newspaper advertising spon- 
sored on behalf of their retail customers, 
a large number of wholesalers engage in 
extensive sales promotion programs by 
printing and furnishing their customers 
with handbills and flyers, display cards, 
posters and window streamers. They like- 
wise are willing, to an overwhelming ex- 
tent, to undertake the distribution of 
point of sale material for their sources. 
Others do an active promotion job on 
their own brands by distributing adver- 
tising materials to their stores. 


s Point of Sale Promotion—Since these 
activities, as a rule, are considerably less 
costly than engaging in newspaper adver- 
tising, it is not surprising that the number 
participating in planned point of sale 
campaigns is considerably above the num- 
ber who advertise in the local newspapers. 

This fact stands out when a compari- 
son is made of the number of wholesalers 
sponsoring local newspaper advertising 
and the number who are willing, on occa- 
sion, to undertake the distribution of 
point of sale material for the account of 
a manufacturer from whom they buy. 

A little more light is shed on this ques- 
tion by the breakdown of answers to a 
question as to the frequency with which 
they distribute material for manufactur- 
ers. 

From this it can be seen that distribu- 
tion of point of sale material for a manu- 
facturer on a regular basis is not wide- 
spread, although the column showing they 
do it occasionally might be evidence that 
a few manufacturers are making regular 
use of the facilities of wholesale grocers 
that are available to them. 


Distr.bute Point of Sale Material 


Region Regularly Occasionally Never 
New England ..... coe Se 72% 4% 
Middle Atiantic ... a< a 70 5 
East North Central -— 75 1 
West North Central oo 61 - 
South Atlantic as co = 89 _ 
East South Central . ~~ 89 _- 
West South Central oie’ ae 88 — 
Mountain . | 81 _— 
re oo Oe 90 ll 
Country as a Whole - & 77 2 


a But comparing wholesaler performance 
on manufacturers’ lines with that repyrted 
by wholesalers on their own brands, 
brings out an entirely different story. 
Here 76% report they do distribute pro- 
motional material in behalf of their own 
brands, and the picture is uniform over 
most of the country with the exception of 
houses in the South (where fewer handle 
their own brands anyway). 

A more interesting comparison comes 
to light if a check is made on the distribu- 
tion of material for manufacturers as 
against the volume of business done 
under a private label line. Then it be- 
comes apparent, except in the case of 
those who handle little or no private label 
business, that as the importance of the 
private brand rises in the eyes of the 
wholesaler, he distributes less and less 
promotional material for other brand 
owners, Here is the way it works out: 


Per Cent Volume Under Distribute Regularly 
Private Label For Manufacturers 

D  issnncenccembeghesses 15% 

ee COO Oe, .. ccneseeccens 30 

6% to 10%, . wee 3x7 

1 te 20% 31 

21% to 30% . : » 

31% to 45% .. : _ 

Over 45% ... — 


Another interest.ng point—and it may 
well be a statistical oddity without any 
particular significance—is that whole- 
salers who sponsor voluntary groups ap- 
parently are doing a more active job of 
distributing manufacturer's point of sale 
material on a regular basis—despite the 
fact that practically all of them have 
brands of their own—than do either the 
retailer-owned houses or those who do 


not sponsor a voluntary group. Some 28% 
of the voluntary sponsors say they dis- 
tribute such material on a regular basis, 
contrasted with only 15% of the houses 
which do no sponsor voluntaries. It may 
be that the voluntary sponsors, as a group, 
are more merchandising-conscious. 


@ Where does the wholesaler get this 
point of sale material that he distributes 
in behalf of his own brands? From re- 
ports to the committee, it appears that 
somewhere in the neighborhood of two- 
thirds have their material printed on their 
own account. They prepare the following 
materials for their retailers: 

53% said they had posters printed. 

43% said they had window streamers 
printed. 

40% said they had handbills printed. 

33% said they had display cards printed. 

The total of the above is more than 
100% because many wholesalers have two 
or more of these items printed for their 
own account. In each instance the totals 
are low in the South. 

The voluntaries have always gone in 
heavily for the preparation and printing 
of sales promotional material for their re- 
tail members. So much so, in fact, that 
it would appear from the returns in this 
study that most of the succes.ful volun- 
taries do a certain amount of printing for 
members. This is brought out clearly by 
checking the printing activity of whole- 
salers against their private brand activity. 
The following figures tell the story: 


Per Cent of Vol- —Per Cent of Wholesalers Printing— 
ume Done U and- 1sp! 


nder 

Private Label bills Cards Posters Streamers 
None .. sacéve! Se 16% % 
Less than 5. 47 27 62 
6% to 10% 43 29 61 
11% to 20% oe 4% 71 76 
21% to 30%, a9 46 73 
31% to 45% 65 78 83 87 
Over 45% ... 63 81 88 88 


One final check-point: The larger 
wholesalers—that is, those covering the 
largest territories—are apparently more 
willing to distribute point of sale material 
than are those operating in smaller terri- 
tories. When broken down by size of 
territory, of those who cover less than 50 
miles, 80%, at some time or other, do 
distribute these sales aids; of those cover- 
ing a 50 to 100 mile territory, 86% make 
distributions; and of those whose terri- 
tories extend beyond 100 miles, 94% say 
they, on occasion, distribute point of 
sale materials. 


e Wholesalers who furnish posters, hand- 
bills, window streamers and display cards 
in order to assist their retailers in the 
promotion of their own brands usually 
find a way of getting theretailer to help 
pay the cost of this service. This is done 
in a variety of ways, with the largest 
number reporting that the charge is taken 
care of through a regular weekly fee for 
that purpose alone, or through weekly 
dues paid by the retailer as a member of 
a merchandising group. Others base their 
charge on the actual number of printed 
pieces required by the retailer. Still others 
choose to let their customers have the 
material at actual cost. Here is how that 
breaks down: 


Method of Charging Per Cent Using this Method 


Weekly charge, or dues ........ uy% 
Quantity rate ..... - coos ae 
BR GE cocscess 22 
Monthly charge, or dues 9 
cost .. 6 
Volume of customer ; 


s Direct Mail Help—On preparation of 
direct mail pieces for their retailer cus- 
tomers, or such things as handbills for 
special occasions, it seems that far less 
wholesalers are active in this field than 
are engaged in printing other selling aids. 
Only 35% engage in this activity—despite 
the notable successes that some retailers 
have had with direct mail, especially in 
large cities where it sometimes is too 
costly to take space in metropolitan news- 
papers. Furthermore, less than one in 
every hundred has any plans along these 
lines for the future. 

The larger volume wholesaler, of 


43 
Per Cent of Wholesalers Assisting Retailers with Slow Movers 
Region ma aE Eas SE we 
New England 82 
Middle Atlantic 64 pete 
East North Central 65 
West North Central Lad | 
South Atlantic 54 = 
East South Central 73 } | 
West South Central 78 
Mountain mo | 
Pacific 67 | 
Country as a whole 68 


Per Cent of Wholesalers Assisting Retailers with Stock Arrangement 
30 40 50 60 I 


Region ° 20 
New England 
Middle Atlantic 
East North Central 
West North Central 
South Atlantic 

East South Central 
West South Central 
Mountain 

Pacific 


Country as a whole 


course, is better equipped to render this 
extraordinary service than are his small 
competitors. Only 20% of those doing less 
than $1,000,000 annually have entered 
this field, but 73% of those doing more 
than $10,000,000 render this service. Some 
38% of those in the $1,000,000-$3,000,000 
class prepare direct mail and 43% of those 
in the $3,000,000 to $10,000,000 classifica- 
tion also do. 

Measured in another way, only 25% of 
those operating in an under-50-mile terri- 
tory prepare direct mail pieces for their 
customers, 35% of those in the 50-to-100 
mile range do, and 57% of those who 
spread out over 100 miles also do. 

The voluntaries and the retailer-owned 
houses go in heavily for this type of serv- 
ice—59% of the voluntaries and 45% of 
the retailer-owned do it; only 17% of the 
houses that do not sponsor a group pre- 
pare direct mail pieces or handbills for 
special occasions. 


@ Store Merchandising—There are vary- 
ing degrees of help offered by wholesalers 
to thei~ retail customers on such problems 
as slow movers, store displays and stock 
arrangement. Since the committee had 
no way of measuring the effectiveness of 


You Ought to Know . 


He started working at the age of 12 as 
a junior office boy. At 45 he was sitting 
in the president's chair. 

The story of Herbert W. Moloney, who 
today heads the newspaper representative 
company of Moloney, 
Regan & Schmitt, like- 
wise includes some 
Horatio Alger-like 
handicaps: little for- 
mal education beyond 
St. Francis Xavier 
grammar school in 
New York, the death 
of his father when the 
boy was twelve, and 
the loss of his mother 
when he reached seventeen. 

A young officer in the first World War, 
he was in the Meuse-Argonne where he 
was hit by a machine gun bullet. It shat- 
tered his hip, put him into the hospital for 
14 months, and left him with a permanent 
limp. 


Herbert Moloney 


s As junior office boy for Paul Block & 
representative, 


Associates, newspaper 


the work performed by the wholesaler on 
these three activities, it feels constrained 
to point out the possibility that the figures 
do not mean too much because all wh 
salers, at some time or other, thro 
their salesmen or otherwise, offer ass 
ance to their retailers in regard to sl 
movers, stock arrangement and store 
plays. 

But there are many different way 
doing this. An occasional word dro 
by a salesman hardly compares wit 
systematic program for developing 
very best stock arrangement, or the c 
struction of displays that really nm 
quantities of merchandise, or effec 
plans and schemes for getting s 
movers out of the store. 

It is probable that the figures here 
on the activity of wholesale grocers 
those directions reflect more accura 
their realization of the importance of s 
work than the actual extent to w 
they engage in it, particularly in the li 
of their less active performances in 1 
other related fields. , 

The complete, 60-page report is av 
able without charge from the Food 
dustry Training Center, City College, 
W. 50th St.. New York 19. 


- « Herbert W. Moloney 


young Moloney ran errands, checked 
newspapers, and pushed dolly-loads of 
mail from the post office across midtown 
New York. This netted him $3 a week. 

He stayed with Block until the outbreak 
of the Mexican border incidents, when he 
went south with the famed 7th (Silk 
Stocking) Regiment. He went to France 
shortly after the U. S. got into World 
War I. 

It was late 1919 when Capt. Moloney 
returned to the Block organization. About 
a year later he left to become eastern ad- 
vertising representative for the Los An- 
geles Herald and the San Francisco Call- 
Post (now the Call-Bulletin). After ten 
years, he rejoined Block as assistant sales 
manager. 

Mr. Moloney was subsequently elevated 
to sales manager and executive vice-pres- 
ident. When Mr. Block died in 1941, his 
two sons asked Moloney to become pres- 
ident. Five years later the Block boys de- 
cided to sell ownership of the company 
to the people active in it. Moloney got a 
syndicate together and bought the busi- 
ness. Paul Block & Associates thus became 
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Nor the power of the magazine that 
' ‘continues to outsell* every other magazine 
in the world at the newsstands— 


uowe vom JOURNAL 


* More newsstand copies bought per issue than any weekly 
or any other monthly—ABC averages, 12 months, 1950. 
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Moloney, Regan & Schmitt. 

Meanwhile, between 1931 and 1941, ad- 
vertising in general hit the skids. News- 
papers had been mauled by the depression 
and they were finding radio, as an adver- 
tising competitor, to be a tough nut in- 
deed. “Lots of money was diverted from 
newspapers into radio during those years,” 
recalled Moloney. 

He pondered the plight of newspapers 
for a long time, then came up with a sug- 
gested plan for the expansion of the Bu- 
reau of Advertising. Moloney proposed, 
among other things, that the bureau budg- 
et be boosted from $375,000 to $1,000,000 
and that its staff be enlarged—principally 
by people with outstanding experience in 
advertising. This plan, with a few modi- 
fications, was approved. 

About the same time, Moloney pio- 
neered the “collective sell” idea—briefly, 
that newspaper representatives should sell 
all newspapers and not just their own, 
thus enhancing their medium. This idea 
became a foundation stone of the Ameri- 
ean Assn. of Newspaper Representatives, 
a group which Moloney helped organize 
and which named him its third president. 


e Mr. Moloney regards his proposals for 
the BofA, which has since become a potent 
force for the increase of newspaper ad- 
vertising, as a high spot of his career. “If 
you can contribute to the interest of the 
newspaper industry as a whole,” he said, 
“you've done something really worth 


ile.” 

i who holds that all advertis- 
ing is good, is bullish about newspaper 
advertising and newspaper representa- 

ti@n 
*By withstanding the onslaughts of ra- 
di® some years ago,” he said, “newspapers 
showed they were invaluable to the 
erican people. Newspaper circulations 
ne gone up and up. Newspapers have 


: 


> 
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Employe Communications... 
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been tested once and I see nothing in tele- 
vision that will test them further. 

“True, advertisers are dashing head- 
long into television, a very glamorous 
field. But they’re finding the expense 
factor too much to bear. Television adver- 
tising is good, but newspaper advertis- 
ing is far better. Newspapers penetrate 
markets more deeply than any other me- 
dium. 


sw “Man is a great creation of God,” he 
said. “And one of man’s great creations 
is the newspaper. It is the priceless in- 
gredient of the American economy. It 
fights the people’s battles and gives them 
the knowledge of events without which 
they could do nothing constructive.” 

Moloney, a man of middle height, with 
gray hair parted on the side and combed 
back, brown eyes, a ruddy complexion 
and a moustache, has lived in New York 
all of his 55 years. When he married at 
the age of 20, he moved into a house on 
East 48th St., in the Turtle Bay section. He 
well remembers that house; it was all of 
12 feet wide. Moreover, four generations 
of Moloneys have lived there. Today he 
has an apartment at 10 Gracie Sq., right 
on the East River. 


es Two of Moloney’s sons now work for 
MR&S. Herbert Jr. joined last Sept. 1, 
after establishing himself as a CPA with 
several industrial companies. Herbert Jr. 
is assistant general manager and treas- 
urer of MR&S. A younger son, Phil, is now 
working as a parttime salesman. He goes 
to the University of Pennsylvania’s Whar- 
ton School, where he is majoring in ad- 
vertising. 

Then, too, there is a grandson who also 
bears the name Herbert W. It will be a 
little while, however, before he joins 
Moloney, Regan & Schmitt. This young 
fellow is not yet two months old. 


Going Fishing in the Labor Pool? 


By Rosert Newcoms and Marc SAMMONS 


@ The newcomer to the field of employer- 
employe communications these days may 
readily find himself on the busy end of an 
employe recruitment program, experienc- 
ing strange and unanticipated challenges. 
He may have been hired as an interpreter- 
in-print, but today—if he’s any good—he 
is coming up with the answers of where 
and how to find manpower. 

The manpower shortages are acute. In- 
dustry needs not only a labor force large 
enough to meet the heightened production 
demands; it needs technical men sorely; 
it lacks competent, trained supervisors. 
Industry could use a lot more executives 
with know-how than it has. The various 
ponds in the labor pool are suffering from 
a drought 

In such areas as Youngstown, O., for ex- 
ample, industry has already tied in with 
a training program for women. Public 
schools are cooperating by giving courses 
for women who worked in factories before 
and wish to do so again; to that group 
has been added the younger women will- 
ing—or eager—to leave the kitchen sink. 


e Employment officers are scanning the 
lists of retired employes, and the manda- 
tory retirement age regulation is being by- 
passed to permit capable people to stay on 
the job. In the last war nearly 900,000 
handicapped persens performed useful 
services in industry, and presumably 
many of these will find their way back to 
their special, important jobs. 

In this feverish atmosphere, the person 
in charge of employe communications has 
work to do. He can complement the ef- 


forts of those in recruitment by carrying 
worth while information in his magazine 
for employes about the company, slanted 
particularly to the new, inquisitive em- 
ploye and his family, and to the halting 
prospect who isn't quite able to make up 
his mind. He can demonstrate the attrac- 
tions of employment at his plant for the 
older person, through using an older em- 
ploye as a device for telling his story. 


e Communications people are beginning 
to make themselves useful in preparing 
spot announcements for recruits, and in 
developing local level help-wanted ads 
with pull to them. Some communications 
men are doubling in the employment of- 
fice, brushing close to the No. 1 personnel 
problem today. They are keeping a close 
eye on the company’s specific manpower 
requirements, so that whatever they issue 
in print has a strong appeal to some par- 
ticular group. If the shortage is in tech- 
nical men, emphasis ought to be placed 
in communications media on what the 
company offers technical men; if there is 
a shortage of good supervisors, something 
should be carried in the employe journal 
to show present employes that supervisory 
jobs are opening up. 

The communications man of a year ago, 
surrounded by his galley proofs, could 
safely produce a publication on broad, 
general themes like taxes and the char- 
acteristics of competition. Today he 
tangles with the material problems that 
keep the recruitment boys sweating; that’s 
part of the job. 


Advertising Age, April 9, 1951 


The Eye and Ear Department 


Comment and Criticism on Radio and Television Shows 


This Department is disinclined to run 
two columns in succession on one radio or 
television program, but the enormous im- 
pact of the Kefauver committee hearings 
certainly merits more than one isolated 
comment. 

The keeper of this column commented 
last week on the fact that the widespread 
interest in the broadcasting and televising 
of the Kefauver hearings resulted chiefly 
from the fact that they combined, in large 
measure, all the elements of good drama 
and entertainment. 

So much has been said about the low 
taste of the listening and viewing public 
that this Department feels it pertinent to 
comment on one other aspect of the Ke- 
fauver hearings that contributed, in his 
opinion, to the widespread interest they 
aroused—and that is, the exhuming of 
malpractice and the hope and belief, on 
the part of the public, in the ultimate tri- 
umph of good over evil. 

It is one thing to complain about low 
standards of taste and quite another to as- 


sociate these with materialistic tendencies 
or degeneracy. Esthetic appreciation— 
despite Keats’ assertion that “beauty is 
truth and truth beauty”—has no necessary 
relation to moral standards. Some of: the 
most corrupt and degenerate people, in- 
cluding sexual perverts, exhibit an ex- 
ceptional esthetic appreciation. Esthetic 
appreciation, therefore, is no criterion of 
the health or mental soundness of a par- 
ticular civilization or culture. 

It is worthy of note—to anyone inter- 
ested in the destiny of the country—that 
one of the cardinal principles in all radio 
or television presentations, no matter how 
inexpertly or crudely done they may be, is 
a constant insistence on the triumph of 
good over evil and a careful avoidance of 
themes, expressions or suggestions that 
over-emphasize the purely physical. So 
long as a people or a nation is morally 
sound, it can always develop esthetic ap- 
preciation. But if it has esthetic apprecia- 
tion and no moral soundness, its future is 
in jeopardy. 


Ten Commandments for Salesmen 


Thou shalt be optimistic. Don’t tell me 
your troubles. Tell me how to increase 
my sales and profits by selling your 
products. 


Thou shalt be enthusiastic. “Sell” me on 
the products you want me to buy. 


Thou shalt be informed. Know your 
items. Know your prices. Know your 
weights and packs. Know your shipping 
schedules. 


Thou shalt be low pressure. High binders 
are my pet peeve. Tell your sales story 
sincerely. 


Thou shalt value my time. Describe your 
wares briefly. Den't shower me with 
small talk. Flattery will get you no- 
where. 


Thou shalt be truthful. Don’t promise me 
the world. Do promise me a telephone 


call when you can’t make délivery. 


Thou shalt be agreeable. Don't argue 
with me. Don’t anger me. Convince me. 
Don't confuse me 


Thou shalt tell me about your advertis- 
ing. Tip me off on when to tie in. Help 
me build mass and shelf displays—rein- 
forced with point of sale materials. 


Thou shalt check my inventory. Don't 
let me run short of product. Know which 
items sell in my store. Don’t sell me 
“shelf warmers.” 


Thou shalt show me samples and tell me 

first how much I'll make selling your 

item. Then tell me what it costs. 
—Written by Jack W. Thompson, 
merchandising department, Armour 
& Co., and published in the com- 
pany’s weekly bulletin, “Salesman’s 
Mail,” which goes to Armour’s en- 
tire sales force. 


PERCENT OF WEEKLY PURCHASES OF FOOD PRODUCT X 
MADE ON FRIDAY AND SATURDAY 


BY SALES REGIONS 
EAST SOUTH CENTRAL 
63% 


WEST 


61% 


FRIDAY 


Friday is a relatively more important shopping 
day for this product in the East than in other 
regions. Soturday is the big day in the South 


and Centro! 


BY CITY SIZE 


— 10,000 100- 
100,000 


FARM 100,000 + 


61% 


60% 


Among farm and small town families Saturday 
accounts for considerably more of the week's 
total purchases than Friday. Saturday assumes 
less importance as the city size location of 
purchaser increases. The reverse is true for 
Friday shopping. 


—Industrial Surveys Co. 
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Never Underestimate the Power of a Woman! 
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Nor the power of the magazine that 


‘continues to outsell* every other magazine 
in the world at the newsstands— 


vow vom JOURNAL 


* More newsstand copies bought per issue than any weekly 
or any other monthly—ABC averages, 12 months, 1950. 
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Otters Some Figures on 
‘Over Cc 


To the Editor: Whoa, now! Back 
‘er up a bit. You're trying hard to 
make us look awfully bad at the 
Start. 

I'm referring to the series of 
pictures on Page 47 of the March 
19 issue which purport to tell of 
“advertising congestion” and im- 
ply a charge of “over commercial- 
ization” on the part of television. 
Let’s look at some facts. 

Your first four pictures report 
a sequence that took place between 
8:29:02 and 8:30, and to this you 
add three product mentions that 
were over by 8:30:20. Picture 
number one is the title card of the 
show and certainly couldn't be 
considered as advertising any more 
than a newspaper would consider 
the headline on a feature as ad- 


TV 
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This department is a r 


vertising. 

Picture number two, which was 
on the air five seconds, is what 
is known as a network cue and the 
copy on it referring to Robert 
Montgomery isn't advertising un- 
less you want to consider the slugs 
that newspapers throw in to fill 
columns that say “Read the Katz- 
enjammers every day in the Eve- 
ning Bugle” as such. The Lucky 
Strike spot runs 20 seconds, and 
the combined station identification 
and TV Guide spots run eight sec- 
onds. Logically all of this should 
be considered as part of the 8 to 
8:30 half-hour. 

The next half-hour, 8:30-9, 
starts with identification of three 
products that participate in spon- 
sorship of the period. The three 
mentions, all together, occupy less 
that 15 .seconds. Advertisingwise 
their value is about the same as 
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*The night spotlight is on WCFL 
in 1951, too, with its exclusive 
broadcasts of Chicago White Sox 
night baseball. 


, Strong Man 


puild Sales! 


Bill Evans, long-time morning * 
favorite of Chicago’s music-and-chatter 

listeners, builds pulse for his program and sales 
for products in varied fields over WCFL, Chicago. 
He can support another product or so— with 

sales messages delivered to tuned-in homes at 


48¢ per thousand. Check 


availabilities with George Isaac, WCFL—or 
your Bolling Company Representative. 
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eader’s forum. Letters are welcome. 


a passing editorial mention. Then 
come the three one-minute spots. 
Their placement, according to your 
clock, was not bad at all, coming 
at 6, 14, and 25 minutes into the 
show. That's pretty close to stand- 
ard practice on shows where the 
entire period is sponsored by one 
client or product. The closing 
routine is identical with the one 
detailed above, with the addition 
of another 15-second mention of 
the three products involved. 

The third half-hour, for Snow- 
crop, and the fourth half-hour, 
which is again participating, follow 
the same pattern. 

The point is this. Including even 
the network promotion spots and 
the product identification spots, 
which you seem very desirous of 
considering commercial, the over- 
all time allotted to advertising is 
4:03, which figures to 13%% of 
each half-hour. 

If you want to consider this in 
terms of newspaper space, it 
amounts to 211 lines of a 2,000-line 
page, just 1% over an eighth of a 
page. Why, a self-respecting media 
salesman would commit suicide it 
you told him he could only sell one 
eighth of every sheet printed. The 
amazing thing about it is that in 
the great majority of cases, the ad- 
vertisers are ready, willing, and 
able to foot the bil! for the editorial 
content of the other seven-eighths 
of the TV time. 

I'll have to admit your picture 
sequence makes things look pretty 
bad, but it points up an old axiom 
of mine that I point out to the 
clients that do television business 
with us all the time, “The picture 
is always open to interpretation 
of the customer. Let’s be sure the 
copy tells him the right story.” 

Larry Kurrze, 
Service Unlimited, Chicago. 


Says Choice Is Important 
tor Charity Appeals, Too 

To the Editor: Your editorial 
(AA, March 19) on the “spreading 
fungus of the charity tree” attacks, 
I think, a fundamental belief held 
dear by most of us in advertising 
and public relations. 

The notion that all charity ap- 
peals should be lumped into one 
pot because it is burdensome to 
hear so many appeals and distin- 
guish among them is akin to a fre- 
quent argument against advertis- 
ing. This argument goes something 
like this: 

“Okay, advertising has some 
merit in creating consumer de- 
mand. But why is it necessary to 


advertise ten different brands of | 


soap, or 15 different brands of cig- 
arets? A single appeal to create 
demand may aid a country’s econ- 
omy, but five billion dollars spent 
principally to create a _ choice 
among products which are vir- 
tually the same is economically 
wasteful and in the perfect state, 
etc., etc.” 

Can it be that AA is aaopting 
this line of reasoning? 

The same drive that distin- 
guishes among products in the 
competition for consumer choice 
also propels scientific research. In 
a free economy, a consumer must 
choose between a 20-inch screen 
TV set, a sun-soaked cruise to Ber- 
muda, or a shiny new Nash. His 
choice is not made easier by the 
four-color spreads, but advertis- 
ing helps, rather than hinders, in 
getting so much to so many of us. 

So, too, must the advertiser 
choose among appeals for his sup- 
port. The “fractionating of the hu- 
man body,” about which you com- 
plain, may make the advertisers’ 
choice more difficult but the end 
result appears to be a healthier, 
| longer-living America. 


The slogan, “Ten Out of Ten 
Die,” might well be suggested for 
your pot pouri of combined health 
drives, but I doubt if it would 
do much to arouse public opinion 
to the umnecessary ravages of 
arthritis, tuberculosis, heart failure 
or the venereal diseases. 

The unified appeal to the Com- 
munity Chest has its place—a very 
good place, indeed. So, too, the tele- 
vision industry joins in a unified 
advertising campaign. Does that 
mean that RCA, or DuMont, or 
Philco, should abandon their sep- 
arate campaigns? 

Last week’s newspapers recorded 
two significant advances: That 
television had been added to the 
list of necessities by the Bureau of 
Labor Statistics, and that cortisone 
is aiding tens of thousands suffer- 
ing from arthritis. 

Do these facts have any signifi- 
cance to the men working in public 
relations and advertising? 


To the advertiser beset with ap- 


peals from many sources, the sim- 
ple, single appeal may seem at- 
tractive at first glance but study 
of his own medium must tell him 
that it won’t work. Most assuredly 
the matter of choosing among ap- 
peals is a tedious chore but it is a 
small sacrifice to make for longer, 
healthier lives for ourselves and 
our children. 
Ep Grelr, 
Banner & Greif, New York. 


Advocates Detroit's Way— 
‘Give Once for All’ Drive 

To the Editor: For several years 
I have made it a point to scan 
through ADVERTISING AGE the min- 
ute it hits my desk on Monday 
morning, looking for the items 
which are directly related to my 
own problems. 

Last Monday I was particularly 
delighted with your lead editorial 
on the subject of multiple drives 

| for charitable and welfare pur- 
poses, and sent it over to Walter 
|C. Laidlaw, vice-president and 
| general manager of the United 
| Foundation, who has asked me to 
express his own appreciation. 

| As chairman of the Adcraft-Ad- 
| vertising committee during the 
first two years of Detroit's con- 
solidated fund raising campaign, I 
have had an opportunity to ob- 
serve personally the great saving 
in time and money which results 
| from doing a “Give Once For All” 
kind of job. With only one job a 
year for us in the advertising bus- 
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iness to worry about, it is a rela- 
tively simple matter to secure 
widespread support in the plan- 
ning and preparation of materials. 

I hope your editorial will en- 
courage other communities to go 
the Detroit route. 

NORMAN H. STROUSE, 
Vice-President, J. Walter 
Thompson Co., Detroit. 


“Better and Better’ 
To the Editor: Just finished 
reading your number of March 19, 
j}and I have concluded that your 
| Paper is definitely getting better 
| and better. 
You have had a lot of very fine 
articles in there on all sorts of 
subjects recently, and the set-up 
| appearance of the present issue is 
unusually good. 
W.L. Woop Jr., 
Texarkana Outdoor Advertis- 
ing Co., Texarkana, Ark.-Tex. 


Submits Wood Engraving 
as Versatile Technique 

To the Editor: The full page 
devoted to the various illustrating 
techniques in your March 12 issue 
was interesting and informative. 
We think it’s a good idea to discuss 
the mechanics of advertising oc- 
casionally as well as the creative 
and merchandising phases. 

As a sixth place runner up (or 
possibly even fourth or fifth 


il 


place) we nominate the wood en- 
graving. In the past few years the 
wood engraving or woodcut (act- 
ually, they are quite different but 
the two terms are used inter- 
changeably for all practical pur- 
poses) has been advancing in pop- 
ularity and is now being used ex- 
tensively by national advertisers 


HANDLES MOST KINDS of printed 
matter in sizes (folded) from 

3x3” to 6x13” (larger sizes 
® quoted on inquiry). 


ed 


“SCOTCH” is the registered 


“We seal 7,200 mailing pieces 
“an hour with this one machine” 


Says BILL SAGE, Gen. Mgr., 


Bindery, Inc., Detroit, Mich. 


4,750 ELABORATE MAILING 
PIECES an hour . . . up to 7,200 an 
hour on simpler pieces! That's the 
kind of performance you'll enjoy with 
this new “SCOTCH” Brand Auto- 
matic Mailing Piece Sealer. It applies 
a neat one-inch strip of colored or 
transparent tape that seals as well as 
holds reply cards or inserts in place. 
Each piece is fed in, sealed and 
counted automatically. 


WANT A FREE DEMONSTATION? 


Write today to Dept. A.A.2, Minnesota 
Mining & Mfg. Co., St. Paul 6, Minn. 
No obligation, of course. 


trademark of M. M. & M. Co. 
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and agencies for newspaper illus- | 
strations, in magazines, catalogs 
and printed promotions of all 
kinds. 

The wood engraving is an ex- 
tremely versatile illustrating 
process; it is both artwork and a 
printing plate. Woodcut proofs 
; make excellent offset and roto 
copy and may be both enlarged 
and reduced by zinc etching. The 
actual type-high plate can be elec- 
trotyped (and mats made from the 
electro), locked up with type mat- 
ter and made into perfectly regis- 
tered color plates. 

Since there is no screen to “eat 
up” details, a wide variety of 
shading and texture is possible; 
wood grain, metal of all kinds, 
glass, plastic, jewelry, leather, 
foods, cloth, earth, sky and many 


4 other subjects are reproduced by, 


the woodcut 
clarity. 

The highly detailed illustrations 
that are possible only in wood en- 
° graving print perfectly on any 
kind of paper, by any printing 
process. No doubt about it, wood 
engravings have proven their 
place as one of the main illustra- 
ting techniques. 


line with amazing 


Ira BRICHTA, 
The Sander Engraving Co., 
Chicago. 
P.S. In the event you wish to 
print the attached letter and would 
like samples of modern wood en- 
gravings, we would be happy to 


trotypes. 
* os e 
| Broke? Ned Jordan Tells 
"Young Guys’ the Facts 
To the Editor: Some of my old 
i advertising friends who were 
: 3 stockholders in the Jordan Motor 
: Car Co. have humorously called my 
! attention to a flattering comment 
in your “Rough Proofs” column, of 
March 12, signed with the pseudo- 
nym “Copy Cub.” 
Perhaps you may enjoy one of 


e these comments, as I have. It 
reads: 
Dear Ned: I see that ADVERTISING 


AGE gives you credit for being a 
better adman than automobile 
builder. The facts that you made 
1900% for your original stockhold- 
ers, averaged $250,000 a year for 
16 years for yourself, and estab- 
lished permanent trust funds total- 
ing $500,000 for your family, are 
facts which might not be known to 
the present generation. Old timers 
like Henry Ewald have said that 
4 the Jordan was “the only car 


| BUYING POWER IN 
| WINSTON-SALEM 
LOOK AT THE EVIDENCE 


1950 
CONSTRUCTION 


$13,795,890 
Since 1949 An Increase 


WINSTON SALEM 


JOURNAL and SENTINEL 


TWIN CITY 


MORNING SUNDAY EVENING 


s ° at . veas 


furnish one or two-column elec- 


which sold at a price and with pres- | 
tige in its special field only com- 
parable to the Cadillac,” which 
might be a tribute to the “adman.” 
If any young man will ask any 
member of the Society of Auto- 
motive Engineers, who is over 50 
years of age, about the service 
qualities of the Jordan and the 
superior abilities of your chief en- 
gineer, he will learn something to 
his advantage. Why don’t you tell 
‘em, Ned? These young fellows 
don’t know that you were the only 


man who had sufficient foresight | 
to get out when you were making 
$100,000 a month—just before the 
ceiling fell in—in 1929. These 
young guys think you went broke. 
Nep JORDAN, 

McArthur Advertising Corp., 

New York. 

AA never had any notion that 
smart business man, potent ad 
writer Jordan “went broke,” and 
is delighted to have this additional 
documentary evidence of his busi- 
ness acumen. 


4? 


creators of 


properly planned 
publicity 


-idblecKelaliona 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
Glodstone 1131 Teletype L.A. 710 


For a big yield in ‘51, 
your brand belongs in 


“the national magazine for boys” 
Read by over 
2,000,000 boys each month. 


ee a 


.. and how do YOUR markets grow? 


OUNTIFULLY, if you plant your brand early, nourish it lovingly 
and bring it to market at the peak of demand. 


As you sow, so shall you sell . . . and some of the richest soil we 
know worth cultivating is the 11,000,000-strong boy 


market (10-19). 


It's simply amazing how products thrive there. Plant the seed 
today, reap a sales harvest tomorrow . . . with this guorantee of a 


big-money crop: 
1 OUT OF 2 BOYS IN THE U. S. TODAY 
WILL JOIN THE BOY SCOUT MOVEMENT 


during his Scout Age Span. 
And you blonket this market with BOYS’ LIFE. 


The Scout Movement is a huge bottleneck where millions of boys 
congregate in one compact and cohesive group. There you can 
reach them through BOYS’ LIFE at low cost . . . before they filter 


into the male-mass-market . . . where far more advertising dollars 
are needed to cover but a fraction of this audience. 


Yes, to pre-sell tomorrow's man-market, sell one out of Boys Life 
two through BOYS’ LIFE—the official magazine of the Boy 


Scouts of America. 
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CBS Appoints Edward Wood 
Columbia Broadcasting System, 
New York, has named Edward W. 
Wood Jr. general manager of the 
program operations of Housewives 
Protective League. He formerly 
was general sales manager of the 
concern. Fletcher Wiley, who pre- 
viously headed the League, re- 
mains as a fulltime consultant. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$109,695,000 Effective buying 

tncome 
$85,616,000 Retail Sales 
Quality of market index 104 
Advertise and sell in Quincy 
ASK FOR OUK RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


‘ark, N. J. 


| starts 
| Reach Co., 


National Nielsen-Ratings of Top TV Shows 


For Two Weeks Ended Feb. 24, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


comes 

Rank ae (000) 
1 Texaco Star Theater (WBC) 6,910 
2 Fireside Theater (wee P&G) 4,933 
3 Colgate Comedy Hour (NBC) : 4,898 
4 Pabst Blue Ribbon Bouts (CBS) 4,756. 
5 You Bet Your Life (NBC, DeSoto- | 
Plymouth) 4,565 | 

6 Philco TV Playhouse (NBC) 4353 | 
7 Martin Kane (NBC. U. S. Tobacco) 4,347 
8 Bie Story (NBC, Pall Malls) 4.093 
9 Your Show of Shows (NBC, Snowcrop) . 3,997 
10 Stodia One (CBS, Westinghouse) 3,981 


| 10 


*Per cent of TV homes reached in those cities where 


Program Popularity® 


Homes 
Rank Program (%) 
1 Texaco Star Theater (NBC) . 62.6 
2 Fireside Theater (NBC, P&G) -- Oa) 
3 Colgate Comedy Hour (NBC) 45.9 
4 Hopalong Cassidy (NBC. General 
Foods 452 
5 Pabst Blue Ribbon Bouts (CBS) 44.6 
6 Gillette Cavalcade (NBC) 44.2 
7 of ce. (NBC, Snowcrop) . 43.3 
8 You Bet Your Life (NBC, DeSoto- 
Plymouth) . 42.7 
Philco TV Playhouse (NBC) 42.4 
10 Big Story (NBC, Pall Malls) 41.5 


the program was telecast. 


Krueger Sponsors Laraine 


G. Krueger Brewing Co., New- 
will sponsor “A Day 
with the Giants,” with Laraine 
Day, preceding all Giant home 
games over WPIX, New York, 
this year. The 15-minute series 
April 20. Charles Dallas) 
Newark, is the agency. | 


Travel Bureaus Merge 

The three largest West German 
travel bureaus, Deutsches Reise- 
buro (DER), Hapag-Lloyd Reise- 
buro and the Amtliches Bayer- 


PURELY SOCIAL—At an after-business session during the Hot Springs meeting of the 

Assn. of National Advertisers are (left to right) Pat Gorman, Philip Morris & Co.; 

Ward Maurer, Wildroot Co.; Walter Lantz, Bristol-Myers Co.; Don Kearney, The Kotz 
Agency; and M. L. McElroy of the ANA. 


isches Reiseburo (ABR) have 
merged their foreign travel depart- 
ments under the name Touropa, 
with headquarters in Frankfurt, 


Germany. All publicity and ad- 
vertising in the U. S. is handled by 
the Caples Co., New York. 
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A CITY LARGER THAN BOSTON, BUFFALO, AND 
BALTIMORE COMBINED WILL MOVE TO COLORADO 


This summer, Colorado’s population will be increased by more than 3,100,000 
out-of-state vacationists. That’s more people than live in Boston, Buffalo, and Baltimore, 


all combined. 


And while these 3,100,000 extra people are enjoying “the nation’s roof garden,” 
they'll be in « gay spending mood. They'll soend more than $221,000,000 in Colorado 
... that’s $221,000,000 in extra summer sales over and above the regular market. 


Your share of this extra summer business is worth getting. And the surest, easiest 
way to get this extra business is to increase your summer advertising in the most widely 
: read selling medium in the Rocky Mountain Empire . . . THE DENVER POST. 


CIRCULATION 


Daily . 
Sunday 


Empire Magazine and Comics 


231,888 
362,784 
395,087 


A.B.C. Publisher's Statement 
September 30, 1950 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


PALMER HOYT, EDITOR AND PUBLISHER 


Represented Nationally by Moloney Regan & Schmitt, Inc 


McKibbin Predicts 
‘51 Will Be Third 
Best Appliance Year 


Cuicaco, April 5—America’s 
1951 output of such consumer 
goods as electric home appliances 
and television sets probably will 
be about equal to 1949—the third 
best year in history—John M. Mc- 
Kibbin, vice-president of Westing- 
house Electric Corp., told members 
of the Edison Electric Institute 


meeting here today. 


Mr. McKibbin recalled that at 
the end of 1950 manufacturers of 
consumer goods were planning on 
the probability of all-out conver- 
sion to war work. 

“But just a week ago I attended 
a sales conference,” he said. “It 
was called to work out plans to 
move what could easily become 
heavy television inventories at the 
dealer level. In a few short months 
the whole scene has shifted from 
production problems to marketing 
problems.” 


@ When the national emergency 
is over, the facilities to produce 
consumer goods may be twice as 
great as they were in 1950, Mr. 
McKibbin said. This will pose the 
problem, he added, of interpreting 
the benefits to be gained from 
electrical living “in such a manner 
that electric power and electrical 
appliances will take preference 
over competitive goods.” 


For the future, he said, manu- 
facturers must continue to bring 
out improved features in their 
| products, attain maximum style 
‘appeal, lower prices to expand 
| their markets and develop aggres- 
| sive training programs. 


| Mutual Signs Gillette 
for Baseball Warm-Up Show 


| Gillette Safety Razor Co. (Maxon 
| Inc.), Boston, and its subsidiary, 
| Toni Co. (Foote, Cone & Belding), 
Chicago, will sponsor a five-min- 
| ute warm-up program preceding 
Mutual’s Monday through Sunday 
broadcasts of baseball’s game of 
the day. Series will start with 
season’s opening on April 16. The 
program on some days will be de- 


| voted to Gillette; on others, to 
| Toni. 

| Meanwhile, Mutual signed Joe 
Lowe Corp., New York, for a 


thrice weekly five-minute sports 
roundup featuring Mel Allen. The 
program, to advertise Popsicle, will 
start June 18 and will be placed 
through Blaine-Thompson Co. 


ROCKY MOUNT 


NORTH CAROLINA 


One LE The Nine Largest 7 In 
orth Carolina 


The aun & Sunday a 
|A modern industrial city, largest 
|east of Raleigh and north of Wil- 
mington, offering a field rich in 
Agriculture, Manufacturing, To- 
| >see Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA 800K 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


~ GET OUR CITY ZONE FOLDER — 
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EDWARD K. HARRISON 

Sr. Louis, April 3—Col. Edward 
K. Harrison, 57, formerly an ac- 
count executive with Warner & As- 
sociates, died March 29 after suf- 
fering a heart attack at Scott Air 
Force Base, Scott Field, Ill., where 
he had been under treatment for 
a week. 

Col. Harrison recently became 
an instructor on the staff of the 
St. Louis War College. Formerly 
dean of men and lecturer in adver- 
tising at Washington University, 
he retired in 1947 after i5 years 
on the university faculty. 

Previously he had served 20 
years as an executive and part 
owner of the Harrison-Rippey 
agency here. 

He served in the Army from 
1941 to 1946 and was a colonel in 
the Army Reserve when he died. 


BERT N. MILLS 

Des Mornes, April 4—Bert N. 
Mills, 64, former secretary of 
Bankers Life Insurance Co. of Des 
Moines, died last night at his home. 
He had retired from Bankers Life 
in 1945 because of a rare lung ail- 
ment. 

He was a former president of 
the Insurance Advertising Confer- 
ence and one of the founders of 
Life Insurance Advertisers Assn. 


A. EDMUND HANSON 


CLEVELAND, April 3—A. Edmund | 


Hanson, former public relations 
director of Jack & Heintz Inc., 


automotive and airplane parts. 


manufacturer, died here March 26. 
He was 69. 

Mr. Hanson in 1907 became ad- 
vertising manager of K. W. Igni- 
tion Corp., and was vice-president 
before the company 
over by Jack & Heintz. 

An amateur painter and sculp- 
tor, Mr. Hanson retired from busi- 
ness a year ago. 


OTTO F. BURKART 


Toronto, April 4—Otto F. 


(Babe) Burkart, 57, prominent in | 


the field of advertising in Ontario, 
died at St. Josephs Hospital in 
Toronto on March 31. 

At the time of his retirement 
four years ago, Mr. Burkart was 
vice-president and managing di- 
rector for Canada of Atherton & 
Currier Inc., Toronto agency. He 
was associated with J. J. Gibbons 
Ltd., Toronto, for 24 years, and 
later was with the Tandy Adver- 
tising Agency of Toronto. 


LIGON JOHNSON 

New York, April 3—Ligon 
Johnson, 78, a leading copyright 
attorney and a former special as- 
sistant to the U. S. Attorney Gen- 
eral, died March 29. Senior part- 
ner in Johnson & Tannebaum, Mr. 
Johnson for many years was a 
consultant to motion picture, radio 
broadcasting and advertising com- 
panies on copyright law and unfair 
competition. 


CARL DREYFUS 

Boston, April 3—Carl Dreyfus, 
76, former publisher of Hearst 
newspapers here, and a director 
and treasurer of Dreyfus Proper- 
ties Inc., died March 29 in his hotel 
suite. Mr. Dreyfus became pub- 
lisher of Hearst newspapers here 
in 1931 and resigned in 1937 be- 
cause of pressure of other business. 


SALISBURY 
NORTH 


CAROLINA 
Let us 


PROVE IT 


Your test otvers will wie poowe i it effiee 
tiveness in the 
Carolina served by ONE NEWSP APER. 


Generous Merchandising Service 


Nationally Represented by 


WARD-GRIFFITH CO. 

The Ward-Griffith Co maintains offices 

in all principal advertising centers 
GET OUR CITY ZONE FOLDER 


was taken 


/EDWARD STANLEY 


CortLanp, N. Y., April 3—Ed- 
ward H. Stanley, 87, advertising 
manager of the Cortland Daily 
Standard for 30 years, died March 
29. Born in La Crosse, Wis., he 
started newspaper work on Chica- 
go dailies and then served papers 
in Joliet, Ill., and Syracuse, N. Y., 
before settling here. 


EDGAR H. BETTS 


Troy, N. Y., April 3—Edgar H. Columbus 
Betts, 73, vice-president of the Be 


Troy Record Co., which publishes 
the Times Record and Record, died 
here March 27. 
president of Cluett, Peabody & Co. 


ROBERT C. BYLER 

PuiLapetpuia, April 3—Robert 
C. Byler, 61, advertising manager 
of SKF Industries here, died of a 
heart attack in Abington Hospital, 
March 27. 


T. T. ALLEN 


San Marino, Car., April 3-— 


He was a former 
52 OW 


AM-FM Stations Gained in TV Markets 


Figures of the Federal Communications Commission Show That) ry. 72. retired treasurer of the 
AM-TV Station Revenues Gained Last Year Despite Rapid 
Growth of TV in Same Areas 


(Revenue: 000 omitted) 


No. Stations 1 
Market AM.FM Tv AM.FM-TV 
Baltimore 10 3 $ 6,088 
Washington pei 4 6,507 
New York xs 7 38.766 
Philadelphia 16 3 10,660 
Los Angeles 27 7 9,440 
Chicago 28 4 22.747 
+ 3 2.573 
troit 12 3 11,317 
Cleveland 9 3 6,797 
Cincinnati 7 3 8,480 
F 20 3 7,187 
11 Major TV 
Markets 184 43 140,562 
her 
Markets 321 64 126,082 
Total ses 107 $266.644 
*47 Markets in 1949. 
**5S8 TV metropolitan areas in 1949. 


Ty's Pee Cot AM.FM 
Revenue of Revenues %o 

TV Only ews "49 °SO over ‘49 
$ 2,297 37.7 20.8 86 
2.100 32.3 19.7 23 
12'970 33.5 16.9 24 
3.968 37.2 19.9 41 
7.7 9.7 17.3 95 
7,003 30.8 122 18 
990 38.5 127 95 
3.065 27.1 110 88 
2.215 32.6 98 12 
1516 17.9 7.4 18 
1,432 19.9 42 85 
45,267 32.2 145 a4 
24,139 19.1 6.5* 9.3 
$69,406 26.0 10.7** 66 


Theodore T. Allen, 65, former ad- 
vertising representative for Curtis 
Publishing Co. in Detroit, died here 
Sunday after a long illness. 

He was graduated from the Har- 
vard School of Business Admin- 
istration in 1911 and shortly after- 


ward became an advertising sales- 
man for Chilton Co. in Detroit. In 
the early 1920s he joined the Cur- 
tis organization and represented 
The Saturday Evening Post in De- 
troit until ill health forced him to 
retire in 1939. 
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| CLIFFORD EHA 
Crncinnati, April 3—Clifford F. 


Thompson-Koch Advertising Co., 
|New York, when that agency was 
|}in Cincinnati, died yesterday in 
Bethesda Hospital. 


Mr. Eha retired in 1943, after 
completing 35 years as an officer 
|of the Thompson-Koch agency. 
SHEBOYGAN 
| WISCONSIN 
A wane & Market For — Product 
lanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's 
key cities over 50,000 po; ulation. 
2. Home of Prange’ 8, ou "s larg- 


est department store in a city 
the size of Sheboygan. 
3. Diversified Industry. 


SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Neeme i) Repewoanted wy 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 


in all prncpel edvertiiing centers 
—~ GET OuR CiTY ZONE FOLDER 


Diversified buying interests of chemists 


— =, 


er ee | 


et ne 


a indienne 


& engineers who read ANALYTICAL CHEMISTRY 


The thousands of product inquiries received from Analytical Chemistry's Industrial 
Literature Section and New Products Section, show the wide buying interests of chem- 
ists and engineers in industrial laboratories who do 


BASIC RESEARCH ... CONTROL ... ANALYSIS . . . INSTRUMENTATION 


You can pave the way for greater use of your product in a wide range of fields from. 
atomic processing to instrumentation in the advertising pages of Analytical Chemistry. 
It is the publication that concentrates your monthly sales messages with the work- 
material needed by today’s high priority buyers and specifiers in: 


Atomic Product & Process Contro! Analysis 

Preliminary Analysis Plant Station Analysis 

Product & Process Research Plant Control Analysis 
Instrumentation 


Published by: THE AMERICAN CHEMICAL SOCIETY 
The ACS publishing progrom also includes 


CHEMICAL & ENGINEERING NEWS INDUSTRIAL & ENGINEERING {CHEMISTRY 


Newsmogarzine of the Chemico! World since 1923 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


DELIVERS 24,000 SUBSCRIBERS @ 
Largest Circulation! Deepest Penetration! Lowest Cost Per M! 


The workmogorine 


CHICAGO * PHILADELPHIA * CLEVELAND * DALLAS * SAN FRANCISCO * LOS ANGELES * FRESNO * SEATTLE 
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That's all. 


your best buy! 


‘RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, 
ADVERTISING AGE was positively the best.” 
And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’ 
immediate, intensive readership. 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place 

your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


“The response from 


s news content commands 


ADVER- 


—are read first. Result 


Model Railroad Boom. 


3933 
Daddy playing with the electric 


No 


longer a joke. It has 
serious and fairly expen- 
ve hobby with thousands of men 
» the middle-to-upper income 
rackets. The market is analyzed 
1 a new brochure, “There Are 
illions in the Model Railroad 
arket,” offered by Model Rail- 
pader 


train is 


‘come a 


no 


©. 3934. Sales in Southern Cali- 
fornia tn the Summer. 
‘Are You Walking Out on Your 


udience?” is the title of a pro- 
«ative brochure offered by Sta- 
m KNX, Los Angeles, which 
alvyzes the summer selling sea- 
m, and shows seasonal distribu- 
ym for all retail sales, foods, 
ugs, household furnishings and 


@ppliances, gasoline, etc. Brief 
arket data and other information 
und out the picture. 


' 
No. 3935. Sales Training and Di- 
‘) rection Book. 


“Sales Training and Direction” 
ig the third book in S. D. Warren 
C®.’s series on “managing a busi- 
Me@ss with the help of printing.” 
It deals with greeting brochures 
for visiting salesmen, “company 
manners booklets” for employes, 
public relations guides, sales train- 


ing texts, product texts, product 
information for retail salesmen, in- 
struction books for use and care, 
sales demonstration books, pres- 
entations, etc., etc. Several hun- 
dred reproductions from success- 
ful books and brochures serve as 
idea-starters. Recommended read- 
ing. 

No. 3936. Farmers’ Likes and Dis- 


likes in Radio 

“I hate them things,” said the 
farmer's wife. And 733 farmers 
agreed with her, against 593 who 


were “in favor” of radio commer- 
cials. In “Rural Radio Listening,” 
a new study offered by Radio Re- 
ports Ine., advertisers, program 


directors, 
find much to ponder (as well as 
some solace). The statistical mate- 


rial on radio’s impact, influence, 
and commercials is interestingly 
interpreted. 


No. 3894. Applications of Woodcut 
lilustrations. 

The versatility of woodcuts for 
illustration purposes is described in 
this folder entitled “Santones” of- 
fered by Sander Engraving Co., 
Chicago. The folder describes how 


| 185 N. Wabash 


| chandising program to 


and script writers will | 


jor 


| tory 


woodcuts, in addition to retaining | 


fine detail and texture, can be 
used for nearly all printing pur- 
poses regardless of paper used, 
how copy is prepared and changes 
are made, and how to save on pho- 
to and retouching costs. 


No. 3895. Selling Practices 
tail Lumber Dealers. 
This report presents an up-to- 

date composite picture of retail 

lumber and _ building products 
dealers throughout the country, 
based on results of the second an- 
nual survey conducted by Ameri- 
can Lumberman & Building Prod- 
ucts Merchandiser. The survey 


of Re- 


presents a current appraisal of the | 


operating methods, merchandising 

practices and products handled by 

large and small, urban and rural 

dealers. 

No. 3914. How 10 Industrial Ad- 
vertisers Got Results. 

Here is the Putman Publishing 
Co.’s 1956 book containing briefs 
of the ten most interesting Put- 
man Award entries for 1950. Each 
campaign briefed here was selected 
by the NIAA awards administra- 
tive committee as an outstanding 
example of “the best use of indus- 
trial advertising, and the best 
documentation of such use, in 
making more effective the selling 
of products or services to indus- 
try.” The briefs make excellent 
check-lists in campaign planning. 


Note: Inquiries for the items listed above will not be serviced beyond May “1. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


II cctecesiencessnnie cerns snennenionctntonnesesncncensnsosapenesonensanieel FU. ccresecrnsnessssennnnonissineieninianiniian 
COMPANY 

ADDRESS .......... scinamesaecianeseanecetaenenesnneennnenmnescenstanianutisinnttiininetisdamiagiian sanenisseicibnnennndessieiiiod 
CITY & ZONE .......... (ETE: wsientcoinannaiesinnesesniciiieain 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 
ceding publication date. 


Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


ERS 
All types of positions for men and women 
Fr 2-0115 Chicago 
CIRCULATION MANAGER 
A man who is now second or third in his 
department but who desires to get ahead 
fast, will probably be interested in an 
opening with a national magazine, circu- 
lation over one million, headquarters mid 
west. In reply give all details of exper- 
ience, salary, etc., to 
Box 3682, ADVERTISING AGE 
11 E. 47th St.. New York, 17, N. ¥ 
ACCOUNT EXECUTIVE WANTED 
Able to secure immediate billing for sm 
recog. agcy. Facilities. Draw — lib- 
eral comm. Tel. WOrth 2-3772, 2} 
HARRISON PERSONNEL egavice 
Established 36 Years 
Advertising-Sales Promotion Managers- 
Sales Executives-Salesmen and Editorial 
men. Positions up to $15,000. 
20 W. Jackson Bivd Chicago 4 
We are looking for a man well acquainted 
in New York Agency circies 
er’s Representative. It is a_ full 
job with future, dependent upon results 
and ability. Write fully your experience 
Applicants will be interviewed in New 
York by our representative. Address your 
letters to Accredited Newspaper Assn., 
Inc 515 Olive St., St. Louis, Missouri 
ADVERTISING OR AGENCY SALESMEN 
We have openings for a few reliable rep- 
resentatives ‘exclusive territories) show- 
ing our natural, direct-color recipe mer- 
dairies operating 
milk routes. Liberal commissions and 
bonuses pay $25.00 up to $1600 each sale 
Our top man earned $1400 first five weeks. 
This high type, proved plan now in use 
by 48 leading companies. Full-time selling 
ideal, non-competitive side-line for 
transcription or syndicated ad-materials 
salesmen. Give age, experience and terri- 
desired in first letter. All replies 
confidential. No postcards, please 
AGENCY EXECUTIVE INQUIRIES also 
invited. This program can help you get 
‘or hold) a good milk account; saves 
client's production money. We supply pre- 
sentation portfolio and free samples. No 
obligation 
Box 3707, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIO iS 
GEORGE WILL 
209 S. State 
EXPERIENC ED LAYOUT ARTIST 
5 year old aggressive agency in the grow- 
ing Southeast wants layout artist and des- 
igner with knowledge of production 
Agency recognized—uses variety of media 
Good opportunity for progressive, exper- 
enced artists. Give full details and sal- 
ary expected 
Henderson 
Greenville, 
Junior Account Sucosione Agency in New 
England city needs young man between 25 
and 35, thoroughly familiar with agency 
practice and procedure and media, includ- 
ng TV, to act as Junior Account Execu- 
tive on large account. Right man must be 
responsible, creative, energetic and have 
high degree of initiative. He should have 
production and merchandising experience 
in food, automotive, beverage or other 
large field. A real future for the right 
man willing to work hard. College grad- 
uate preferred. Agency staff has been in- 
formed of this advertisement. Provide full 
details, including present position, exper 
ience and earnings in first letter. Replies 
confidental, Address 
Box 3712, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y 
Insurance weekly, long established, largest 
circulation, needs man for editorial staff 
at Chicago College education, daily 
newspaper experience preferred. Write 
comprehensive letter that will give an 
idea of your writing style as well as full 
biographical data 
Box 3714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 


+3 


re servicing Agency 


as Publish- | 
time | 


Advertising-Promotion & Sales Managers- 


Copywriters-Account Executives-Editors- 

Artists-Merchandising-Research-La yo ut- 

Radio-TV-Production and Salesmen. 
THE HONES COMPANY 

14 East Jackson Blvd Chicago 4, Ill 


TOP FLIGHT ADVERTISING AGENCY 
PRODUCTION MAN AVAILABLE 
22 years of experience in various 4A 
agencies in Chicago. Complete charge 
of production departments. Hired and 
trained production personnel. Thorough 
knowledge of engravings, composition, 
electrotypes, and various printing proc- 
esses. Purchased artwork, 24-sheet 
posters and other allied products. Ex- 
cellent experience in color engraving 
and printing. Neat appearing. Able to 
contact clients and sit in on important 
meetings with them. Married and vet- 
eran of World War II. Will also con- 
sider sales position in graphic arts. 
Box 7826, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLICATIONS FOR SALE 


Other interests make it desirable for 
Midwest publisher of three well 
known profitable industrial publica- 
tions to offer them for sale. Two 
published over 50 years. One member 
of A.B.C. All on paid subscription 
basis serving major well established 
industries. Ample room for expansion 
with small competent staff. Earnings 
indicate asking price of $125,000. 
Suitable terms to responsible parties 


Ideal property for an individual or 
large publisher desiring to widen 
activities. Box 7828, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill 


REPRESENTATIVES AVAILABLE 
Two man team covering. Ohio, Mich.; W. 
N. Y¥.; W. Pa.; Cleveland Hdarts. Can de- 
vote full time one man to trade or busi- 
ness paper. Comm. only 

Box 3697, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

PUBLISHERS REPRESENTATIVE 
Are you dissatisfied with the amount of 
edvertising you are carrying from this 
productive eastern territory? I am young, 
experienced sales representative with a 
fine record and good contacts seeking one 
or two additional publications. 

Box 3704. ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Responsible man in early 30's, 4 years 
representing leading electrical publication. 
Presently representing 2 books in Chi- 
cago-Midwest area, seek to add a third 
Box 3710, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 
WEST COAST TRADE 
WEEKLY FOR SALE 

Leader in its field. Estab. 1934. Paid subs., 
national advertisers, headquarters Los 
Angeles. Sound, profitable personal rea- 
son for offering. Price ,000, principals 
only 
MISCELLANEOUS 

LARGE CERAMIC DESK ASH TRAY | 
any color, with your name or initials | 
on it. Sent on approval, $2.00 postpaid 
Absecon China Decorators—Absecon, N. J 

Big City Printing—Smali Town Rates 
Art, typesetting; black and white and col- 
or process platemaking: letterpress and 
offset presses, single and multicolor to 
54 inches. Books, brochures, banners, fold- 
ers, maps and all general. Write for de- 
tails, send specifications for estimates 

JOHNSON PRINTING INC. 

2219 Galloway St Eau Claire, Wisconsin 

FINE CANADIAN MAILING 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house. Can mail 
Write—TOBE's, Niagara-on-the-Lake, Ont 


POSITIONS WANTED 
Copywriter gal- 4-A Agency, Television, 


mfg., retail - hard line, food, drug. Cap- 
able, attrac. sec’'y, AE. Salary open. Phone 
EDgewater 4-2120, Chicago 


ASSISTANT ADVERTISING MGR. 

er AGENCY EXECUTIVE ASST. 
17 years of uniquely thorough New York 
agency experience in copy-contact, media, 
sales promotion, merchandising, buying 
art and production. Can help lighten your 
burden and free you for more productive 
work. 36, married. Salary about $7500 

Box 3703, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y 
In the last fifteen years I've acquired 
commercial experience ‘radio’, thought & 
taught at two first-class universities (ra- 
dio & speech), exercised a considerable 
amount of executive and adminstrative 
supervision (Army). Am 35, married, two 
children. Will leave present security for 
challenging position’ with a real future 
with a business, agency or manufacturer 
dealing with radio and/or TV. 

Box 3709, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lll 


| am a hard-hitting and aggres- 
sive, 38 year old, Sales Executive 
who has come up from the 
ranks. Because of raw material 
shortages my product is being 
removed from the market. 
Background and experience cov- 
ers the field of tangible and in- 
tangible sales, merchandising, ad- 
vertising and sales promotion, 
trade and public relations. 

Am looking for an agency whose 
executives know there is always 
room for a men who can offer 
his agency and its clients level- 
headed thinking and ability to 
create and execute ideas that 
will pay off in volume sales! 
Accustomed to five figure salary 
—desirous of locating in Mid- 
west—resumeé sent upon request. 


Box 7829, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


HOW TO BOOST 
AGENCY PROFITS 


This unit radio-TV department has 
helped 31 agencies service 57 ac- 


counts more profitably Top 
drawer copy, basic sales ideas, 
jingles, direction-production 
Send for full details today. 
GORDON M. DAY PRODUCTIONS 


108 E. 30 St., NYC., OR 9-3595 


Advertising Age, April 9, 


POSITIONS WANTED — 
ADVERTISING — 

SALES PROMOTION MANAGER 
He is a seasoned executive with an out- 
standing record of achievement in the in- 
dustrial field with several national adver- 
tisers. Able to plan complete program and 
handle production. Experienced with all! 
media—sound writer. He is a specialist in 
marketing and merchandising, especially 
with products distributed through indus- 
trial and hardware jobber channels; a 
tireless worker, affable and of excellent 
reputation. He has outgrown his present 
position, seeks a key post with opportun- 
ities worthy of his broad experience and 
ability. Full details on request—in con- 
fidence, of course 

Box 3705, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

ADVERTISING MGR—ACC’'T. EXEC. 

Need additional intelligent personnel? No 
prima donna. No so-called specialist. 10 
years solid background in the advertising 
business ... contact, copy, production, all 
phases of the graphic arts. Top refer- 
ences in the trade. Ready for the big 
move. Complete biographical report at 
interview 

Box 3706, ADVERTISING AGE 

200 E. Iilinois St., Chicago 11, Ill 

$20,000-A-YEAR IDEA SALESMAN 
Top-flight account executive with adver- 
tising sales organization seeks change. 
Fed up on tread-mill peddling, wishes 
connection with advertiser or agency 
where constructive thinking and intelli- 
gent application more important than leg- 
work and the fast pitch. Offers rare com- 
bination Phi Beta Kappa scholarship and 


Sterling salesmanship. Excellent back- 
ground includes radio, research, sales, 
promotion. New York or Pacific Coast 
preferred 


Box 3708. ADVERTISING AGE 
11 E. 47th St.,. New York 17, N. Y. 


GENERAL ADVERTISING MANAGER 


| Versatile ad man with five years exper- 
lence as art director, layout man, copy 
writer, production manager, time buy- 
er...in retail credit chain, general ad- 
vertising agency, radio and TV mail order 
agency . or printed, outdoor and broad- 
casting media. Employed. Ready for im- 
mediate move up the ladder 


Box 3711, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y 
SECRETARY TO PRESIDENT 
of one of the 50 largest agencies. 
similar connection, in Chicago area. Cap- 
able, discreet, personable. Previous ex- 
perience in various agency departments. 
Box 3713, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


A HIGHLY TRAINED CREATIVE 
WRITER 


Seeks 


family man), who 
to produce convincing 
copy, wants to escape Chicago. Interested 
in a 30 year career with agency or adver- 
tising department—preferably in Michigan 
or Wisconsin. Drop me a line and let me 
tell you about myself 

Box 3715, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


‘young, yet a mature 
has proved ability 


Names Coombs Western 


Manager; Adds 6 to Sales 


E. T. Coombs has been appointed 
western manager of Farm & 
Ranch-Southern Agriculturist, 
with headquarters in Chicago. Oth- 
ers added to the Chicago sales staff 
are: Dan Doody, Robert Finn, for- 
merly with Reincke, Meyer & 
Finn, and Martin Bridges, former- 
ly with Wilson Packing Co. Robert 
C. MacCorkle, formerly with Bran- 
ham Co., has joined the New York 
sales staff; Joe Oppert Jr., for- 
merly with the Atlanta Journal, 
the Atlanta sales staff, and Alvin 
Avrett, formerly with the Dalias 
News, the Dallas sales staff. 


‘Telegram’ to Add Comics 
and Rotogravure Sections 
Starting Sept. 8, the Toronto 
Telegram will include a combined 
rotogravure picture magazine sec- 
tion and a colored comics section 
as part of its regular Saturday edi- 
tions. The rotogravure magazine 
section will be known as “Weekend 
Picture Magazine,” and will be 
launched in association with the 
Montreal Standard, Montreal Star, 
Vancouver Sun and London Free 
Press. The colored comics section 
will be produced by the Telegram 
exclusively for its own readers. 


‘Grocers’ Spotlight’ 
Schedules Third Edition 


The Grocers’ Spotlight, Detroit, 
has announced it will launch a 
third edition on May 18 to cover 
the marketing areas of Buffalo and 
Rochester, N. Y., and Erie, Pa., 
with a circulation of approximate- 
ly 10,000. The grocery trade news- 
paper now has a Michigan edition 
covering all of Michigan, and a 
northern Ohio edition. 


Appoints Allen & Clenaghen 
Allen & Clenaghen Advertising, 
Portland, Ore., has been appointed 
to direct a regional advertising 
campaign for White-Freightliner 
trucks. Distribution of the trucks, 
manufactured in Portland, has 


been taken over by White Motor 
Co., Cleveland, and marks the first 
time that White has put its name 
on another manufacturer’s trucks. 
Trade publications will be used, 
plus direct mail. 
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Advertising Age, April 9, 1951 


Marsteller Urges 
Progressive Policies 
on Business Papers 


Cuicaco, Apri! 2—The golden 
era of business publishing is ahead, 
provided business papers are pro- 
gressive in their policies and do 
the job which business expects of 
them. This was the conclusion of 
William A. Marsteller, president of 
the Marsteller Co. and of Geb- 
hardt, Marsteller & Reed, advertis- 
ing agency, in addressing the Chi- 
cago Dotted Line Club today. 

“No form of advertising com- 
munication has been so relatively 
free from the inroads of new com- 
petitive media,” he pointed out. 
“No new means of communication 
is on the horizon now to challenge 
you. 

“Never has business had a great- 
er need for a strong trade press. 
Never has there been such a life- 
and-death need for guidance on 
lower production costs, improved 
methods, new materials and closer 
knit personnel internally, and, ex- 
ternally, a unified stand for the 
principles under which American 
business can exist. 


ew “In this climate it should be nat- 
ural for the business and profes- 
sional man to turn to the press of 
his own field. Give him reason to 
do so. Guide him, teach him, work 
with him, correct him, but most of 
all stimulate him.” 

Mr. Marsteller’s principal criti- 
cisms of the business press related 
to editorial service, which he said 
in many cases is too routine and is 
not vigorous and controversial in 
discussing business evils. Stronger 
editorial service, he insisted, would 
greatly increase circulation and 
reader interest and consequently 
heighten the value of advertising 
pages. 


Youth Groups to Help 
in Detense Bond Drive 
Newspaper boys, Boy Scouts and 
other youth groups will distribute 
25,000,000 defense bond pledge or- 
der forms during May, as the 
Treasury holds its first defense 
bond promotion tied in with the 
current national emergency. 
Treasury Secretary John Snyder 
said that the entire month of May 
will be designated Defense Bond 
Month, and that the drive will start 
with a special “Defense Day” cer- 
emony, which has been planned 
by a committee of industrial, busi- 
ness and labor leaders in Atlanta. 
May | also is the 10th anniversary 
of the inauguration of the E bond 
program. 


Elects Rogow., Patterson 

Super Electric Products Corp., 
transformer and electronic manu- 
facturing subsidiary of Universal 
Laboratories Inc., New York, has 
elected Arthur H. Rogow as pres- 
ident and Everett M. Patterson as 
vice-president in charge of the en- 
gineering and research of Super 
Electric. Mr. Rogow is a former 
president of Eversharp Inc. and 
Mr. Patterson, former director of 
research for Eversharp, has been 
president of the engineering con- 
cern of Patterson, Moos & Co. 


Antara Names Schreiber 

Carol Schreiber has been named 
assistant to the advertising man- 
ager of the Antara Products divi- 
sion of General Dyestuff Corp., 
New York. 


TORONTO, CANADA 


Capital City of Outnee — Canada’s Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States Ry 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 
GET OUR CITY ZONE FOLDER 


Finley Joins Wenland Agency 

Mark Finley, formerly director 
of public relations of Don Lee 
Broadcasting System, Hollywood, 
has joined Adolph Wenland & As- 
sociates, Hollywood, to head the 
agency's TV and radio departments 
on a contract basis. 


Wisteria Appoints Kupsick 

Wisteria Hosiery Mills, Gastonia, 
N. C., has appointed J. R. Kupsick 
Advertising, New York, as _ its 
agency. Magazines, trade publica- 
tions, direct mail and dealer aids 
will be used. 


| Davis Gets Pie Account 


Davis & Co., Los Angeles, has 
been appointed as agency for 
United Frozen Foods Corp., Los 
Angeles, marketer of Simple Simon 
pies. Television is being used in the 
Los Angeles and San Francisco 
areas. 


Don Lee Promotes Hurley 

John Hurley, on the public re- 
lations staff of Don Lee Broadcast- 
ing System, Hollywood, has been 
named program director for 
Lee, effective April 9. 
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For example, the fallacy held by some buyers of composition 
that the way to save money is to 
sorts of printers for the lowest bid. That method is all right 
if you intend to build a skyscraper, a superhighway or a 
suspension bridge. Bidding on jobs is the accepted practice 


among general contractors. But it just doesn’t work out in 


quality typesetting. 


The erroneous feeling prevails in some quarters that firms 
belonging to the Advertising Typographers Association of 
Nothing could be 


America are high priced and high hat. 


farther from the truth. ATA members proudly announce that 
they stand for quality at all times, but vigorously deny that 
their prices are out of line. Thousands of satisfied advertising 
agencies, advertising managers and others will back up this 
denial. They have discovered over a long period that com- 
mensurate with fine workmanship, ATA service is furnished 


at the lowest possible cost. 


The customer's bill is rendered for a high grade product, 
yet it is as low or often lower than competitive prices 
every conceivable device for time saving is employed. Through 
care and thought in the initial stages, 
that run into money are avoided. Setting a job right the 
first time is a feature of ATA craftsmanship which is not a 
matter of luck. 


The greatest skill, the finest materials, the latest equipment 
and a smoothly functioning organization which is constantly 
looking for ways to make time reductions in the favor of the 
customer combine to do away with costly “extras.” 


Call your nearest ATA member and let him explain how 
his firm can help you keep typesetting costs down. This is a 
fascinating story which carries no obligation. But it will pay 


you to hear it. 


Advertising Typographers Association 
of America, Inc. 


Executive Offices: 


@ To be sure, it's a silly superstition! Yet lots of otherwise 


normal folks recoil in horror at the idea of this simple act. 
We can point out other beliefs equally absurd. 


“shop around” among all 


resets and revisions 


atch 


s because 


461 EIGHTH AVENUE, 


JERRY SINGLETON, Executive Secretary 


HANNA ay ME 


NEW YORK CITY 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL 

}. M. Bundscho, Inc. 

The Fasthora Corp. 
Havyes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederuc Ryder Company 
CINCINNATI, O 

The J. W. Ford Company 
CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schlick -Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thomas P. Henry Co. 

Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Clawe J. Mahoney 

LOS ANGELES, CAL. 

Morneau Typographers 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertsing Agencies Service Co., Inc. 
Advertising Composition, Inc. 
Aruntype, Inc 

Associated Typographers, Inc. 
Atlas Typographic Service, lac. 
Central Zone Press, Inc 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 


Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

The Typographic Service Co. 

Vanderbilt-Jackson Typography, Inc. 

Kurt H. Volk, Inc. 

NEWARK, N. J 

Barton Press 

Wuham Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co. 

Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH 

Martin & Pettitt, Inc. 

Frank McCaffrey’s Acme Press 
of Seart 


A. T. Edwards Typography, Inc. 

Lmpute State Craftsmen, Inc 

Graphic Arts Typographers, Inc. & 
Huxley House a 
Impenal Ad Service H 

King Typographic Service Corp, ; 

Lino-Cratt Typographers, Inc. 

Master Typo Company 

Morrell & McDermott, Inc. : 

Chris F. Olsen, Inc é 
Frederic Nelson Phillips, Inc, t 

Philmac Typographers, Inc. 2 
Royal Typographers, Inc. = 
Frederick W. Schmidt, Inc. Ee 
Harry Silverstein, Inc. Fr 
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“Indicates first listing in this column. 
April 11. Brand Names Day, Hotel 
Commodore, New York. 
April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fila. 
April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex. 


April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago. 

April 17-20. American Management 
Assn.. packaging conference, Atlantic 
City, N. J. 

April 19-21. American Assn. of Ad- 
vertising Agencies, 33rd annual conven- 
tion. The Greenbrier, White Sulphur 
Springs, W. Va 

April 19-21. Canadian Daily News- 
papers Assn., annual meeting, Royal 
York Hotel, Toronto. 


April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland. 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C. 

May 2-4. Assn. of Canadian Adver- 
tisers, 36th annual conference, Royal 
York Hotel, Toronto. 

May 10-12. International Council of 
Industrial Editors, 10th anniversary con- 
vention, Congress Hotel, Chicago. 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 

May 17-18. Public Utilities Advertising 


Assn., annual convention, Hotel New 
Yorker, New York. 
May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago. 

May 28-29. National Assn. of Magazine 
Publishers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa. 

May 28-31. Periodical Press Assn., an- 
nual meeting, Royal York Hotel, Toronto. 

May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York. 

June 1-3. National Business Publica- 
tions, spring meeting, The Homestead, Hot 
Springs, Va. 

June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn. 

June 7-9. California Newspaper Adver- 
tising Managers Assn., Claremont Hotel, 
Berkeley. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hote! Chase, St. Louis. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver. 

*June 18-22. National Advertising Agen- 
cy Network, 20th annual national con- 
ference, Moraine Hotel, Highland Park, 
ll. 

June 20-22. American Marketing Assn. 
conference, Hotel Statler, Detroit 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Reyal Hotel, Montreal. 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

July 7-13. International Advertising 
Conference, London, England. Registra- 
t.on through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18 

Sept. 5-8. Nutional Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 


tennial Exposition, Hotel Astor, New 
York. 
Sept. 23-28. Advertising Specialty Na- 


t.onal Assn., annual convention and Spe- 
c.alty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York. 


Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 


Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Hotel 
FLORIDA 


Florida's Year "Round Resort Reached By 
THE DAYTONA BEACH NEWS-JOURNAL 
Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. 

. Over $55,000,000 effective buying in- 


2 
come. 
3. Over $38,000,000 retail sales. 
4. A quality market index of 140. 
5. total advertising 10,066,667 lines. 
6 advertising gain 20.58%, 
ie 14.80%. 


~ 
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SEND ron gun ADVERTISERS’ MERCHANDISING PLAN 
Represen By ¥. J. Odense ar. 


In_ Jacksonville 
And Nationally Represented Ry 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll pa! 1s centers 

GET OUR CITY ZONE FOLDER - 


Schroeder, Milwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct. 15-16. Inland Daily 
67th annual meeting, 
Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual meeting, Chicago. 

Oct. 17-19. Direct Mail Advertising 
Assn., 4th annual conference, Schroeder 
Hotel, Milwaukee. 

*Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 


Press Assn.., 
Congress Hotel, 


*Oct. 25-26. Audit Bureau of Circulations, 
annual meeting. Congress Hotel, Chichgo 

Nov. 12-15. Financial Public Relations 
Assn.. annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

December ‘date not yet set) American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston 


K&E Moves Toronto Office 

Kenyon & Eckhardt, formerly lo- 
cated at 304 Bay St., Toronto, has 
moved its offices to 80 King St. 
Ww. 


Specialists 


INCORPORATED 


BOX 2017 TULSA OKLAHOMA 


in recent years, has 


18 NEW RESEARCH STUDIES PROVE 
THE WORLD-TELEGRAM AND SUN REACHES 2 OUT OF 3 HOMES 
IN NEW YORK’S BETTER RESIDENTIAL AREAS! 


— most comprehensive series of surveys of 
newspaper readership and family buying 
habits that has been made in the New York area 


just been completed. 


It offers convincing proof of World-Telegram 


and Sun readership 


domination over every other 


Write or phone for your free copy of 


the booklet containing 18 new com- 
prehensive surveys of readership and 
retail buying habits among families in 
New York’s better residential com- 


Wenler of the 


munities. 


New York newspaper in 18 good (and impor- 
tant!) residential communities in New York City 
and suburbs. 

If you want to sell more to the families who 
buy more —use the World -Telegram and Sun — 
A Member of the Family! 


125 BARCLAY ST., NEW YORK 15, N. Y. 


| Or Scripps-Howard General Advtg. Offices + 230 Park Avenue, New York City + Chicago » San Francisco + Detroit + Cincinnati + Philadelphia « 
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Montague Joins Broyles 

Dorothy Montague, former pro- 
duction manager for Conner Ad- 
vertising Agency, Denver, has 
joined Galen E. Broyles Co., Den- 
ver, as production manager. 


Appoints Lohmeyer-Adelman 

C. Schrack Co., 
paint manufacturer, has appointed 
Lohmeyer-Adelman Inc., Philadel- 
phia, as its agency. 


Armour Promotes Gordon 
Armour & Co., Chicago, has 
named Thomas C. Gordon, former 
assistant sales manager in the 
dairy and poultry division, as gen- 
eral sales manager of the division. 


_DeLott Agency Moves Offices 
Philadelphia | 


DeLott Advertising Agency, 
Cincinnati, has moved its offices 
from the Edwards Bldg. 


Walsh Bldg. 


to the | 


Names J. Little Ad Manager 
Wellington Sears Co., New York, 
manufacturer of Martex and Fair- 
fax towels, has named John W. 
Little II, formerly assistant ad- 
vertising manager of Cluett, Pea- 
body Co., as advertising manager. 


Association Names Fiedler 

Harold F. Fiedler, executive 
secretary of the Printing Industries 
of Philadelphia, has been 


Park Lexington Building 
Wrigley 
General Motors Building 
Statler engl ped 
22 Marietta S 

215 Builders Building 
Russ 


THIS IS BILL ST. SURE — (Another W-G Salesman) 


William I. “Bill” St. Sure is Manager of our San Francisco office. Bill has been 
with us since 1947 after spending two years with an advertising agency doing 
account work and space buying. Prior to that, Bill spent several years with | 
small town daily newspapers. His extensive experience explains the excellent | 
job Bill is doing. Bill St. Sure, or any of our salesmen, will be delighted to | 


work hard on any advertising problem you may have. 
advertisements of our newspapers throughout this issue. 


Please note individual 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Building 


Building 


Plaza 
Superior 7-2485 
Trinity 3-6365 

2-5669 


: m 2-6028 
GET OUR CITY ZONE FOLDER 


5-7028 NEW YORK 
IC 


CHARLOTTE 


| 
| 
| 
| 


ap- 


FINER POINTS—There’s a technique to making good champagne, according to Jean 


Couvreur, managing director of G. r Mumm & Co., 


the interest of Mumm’s ch 


now on a nationwide tour in 


Poo 


g ch gne in New York are: (left 


to right) Earle W. Capwell, —— manager, Browne Vintners Co.; Mr. Couvreur, 


of Rheims, France; Horold Hershfield, 


| sales 


ger, Browne Vintners, 


and William E. Dempster, Roy S. Durstine Inc. 


= pointed secretary of the American 
ABOSTON | Bakers Assn., Chicago. The office 


of secretary has been vacant since 


SAN FRANCISCO the death of Tom Smith last Octo- 


ber. 


Sa ianmnenidal 


Sele Sm 


17% 
for May! 


Advertising linage for the May, 1951 ESQUIRE is up 
17% over the May issue of last year—the 9th consecutive 


issue to show an advertising gain over the correspond- 


ing issue of the previous year. 


And ESQUIRE circulation also continues to climb! The 
latest A. B.C. report for the six-months period ending 
December, 1950, shows a total net paid figure of 
795,847—a new all-time ESQUIRE high. 


Advertising Up 


Thor Breaks New 
Spring Ad Drive 


on Spinner Washer 


Cuicaco, April 3—Thor Corp. 
is breaking an impressive spring 
campaign for the Thor Spinner 
washer with a full-page ad in the 
April 2 issue of Life. 

Full pages also are scheduled 
for Good Housekeeping and Mc- 
Call’s, and 1,000-line copy will 
run three times during spring in 
each of 56 daily newspapers. 

Copy will boost the idea that 
“only Thor gives you all four’— 
| Hydro-Swirl washing action, hot 
water savings, controllable wash- 
ing time and overflow rinse. 
Despite the fact that future 
Thor production (like that of other 
| appliance manufacturers) depends 
upon defense requirements and 
| restrictions, the company feels 
that “there is no substitute for 
an aggressive approach when it 
comes to building consumer pref- 
erence and demand. Be it a time of 
merchandising shortage or surplus 
| the best thing to do is to keep 
| promoting and selling.” 


ein addition to the consumer 
campaign, the company will use 
trade publication ads and will pro- 
duce a comprehensive tie-in pro- 
motion package for its dealers, 
including ad mats, window stream- 
ers, a guide to telephone selling, 
direct mail pieces and background 
displays for the Spinner washer. 

To stimulate dealer interest, the 
company has recorded a “teaser” 
address by M. R. Wilson, general 
sales manager, and is sending rec- 
ords to all of its top dealers. 

Henri, Hurst & McDonald is the 
agency. 


National Ups Ad Budget 


National Shoes Inc., New York, 
is increasing its budget “substan- 
tially,” using the theme, “You get 
more than you pay for at Na- 
tional.” Emil Mogul Co., New 
| York, agency for the shoe chain, 
|has taken increased newspaper 
| linage, added four radio stations 
and the TV show “Time for Ad- 
venture” on WNBT on Sunday. 


Rediker Appoints Fradkin 
Rediker Air Cargo Inc., New 
York, export shipper, has ap- 
pointed Fradkin Advertising, New 
York, to handle its account. 


ELIZABETH 


| A Wealthy Fem ~~. pee Product 
Covered By 


ELIZABETH DAILY “JOURNAL 


1. Metropolitan high spot of New 
Jersey. 
2. Union County market index 115. 
3. Net buying income $634,201,000. 
4. Retail sales $330,948,000. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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BBDO Questions 5,657, Reports TV 
Hasn't Killed Other ‘Leisure Habits’ 


New York, April 2—How does! 
television affect other leisure time 
activities? 

Batten, Barton, Durstine & Os- 
born has just completed a Survey 
of 5,657 persons in 48 states in an 
effort to find the answer to this 
question. Interviews were con- 
ducted last November by question- | 
naire in urban homes located 
within cities of 2,500 and up. Some | 
600 of the 3,000 families repre- 
sented owned TV sets, 43% of! 
which were less than six months 
old at the time of the study. 

The agency's report on the high 
spots of its findings is prefaced 
with tne comment: “Those who 
anticipate from this report a’ 
blackout of radio listening, maga-| 
zine and newspaper reading and! 
other leisure time activities at the 
hand of television are due for dis- | 
appointment. Without detracting 
in the least from the impact of 
television (and this study reveals, 
many examples of this impact), | 
we can conclude that other activi- | 
ties are far from dead.” 


s Findings, in brief: 

Rapio—67% of those in TV 
homes listen, compared with 87% 
listening in non-television homes. 
Average listeners in non-TV homes 
spent 3 hours and 33 minutes lis- 
tening, compared with two hours 
and 10 minutes in TV homes. 

Of the total sample, 25% re- 
ported away-from-home listening, 
mostly in automobiles. There 
was no significant difference in 
amount of away-from-home listen- 
ing between non-TV and TV 
homes. 

WEEKLY MAGAzINES—Average 
readers in non-TV homes devoted | 
one hour and 12 minutes on a typi- 
cal day to reading magazines, com- 
pared with 59 minutes devoted by 
average readers in TV homes. Of 
the persons queried in non-TV) 
homes, 69% read magazines; the| 
figure dropped to 60% in TV) 
homes. } 
e Newspapers—-There was little 
difference in time spent with 
morning papers by TV owners and} 
non-owners. Afternoon papers got | 
five minutes more attention on a} 
typical day from the average! 
reader in non-TV homes than in| 
TV homes. Variance between Sun- 
day newspaper reading habits of | 
the two groups was slight. The! 
comics took up slightly more time 
—on the average—in video homes. 

TELEVISION—On a typical day,| 
the average viewer in the TV! 
homes covered spends three hours 
and 24 minutes looking at tele- 
casts. Eleven per cent of the non- 
TV owning group said they watch 
video away from home on a typi- 
cal day, as did 9% of the people 
living in TV homes. 

Movies—On a typical day or 
night, 18% of the non-TV owning 
group went to the movies; the 
figure dropped to 12% for the TV 
owning group. . | 

Books AND OTHER READING—This 
was listed in the “other activities” | 
category of 32% of the respond-| 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 50,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 
World shoe making center. 
Western Electric Co. manufac- 
turing center. | 
Effective merchandise help. | 
Business is good in Haverhill. | 
QUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


1. 
2. 
3. 
4. 
R 


ents, who figured the time spent 
at one hour and 34 minutes daily 
in non-TV homes. The correspond- 
ing count for TV homes was 23% 
and one hour and 17 minutes daily. 


e Explaining the technique used 
in obtaining the data, BBDO 
stated: 

“The panel was divided into 
seven groups, all matched with re- 
spect to geographical distribu- 
tion, age, income and education. 
Panel members reported their 
leisure time activities for a specific 
day in a questionnaire which con- 
tained a list of leisure time activi- 
ties accompanied by a convenient 
time checking sheet. This sheet 


| provided time units from 15 min-| 


utes up to several hours and was 
divided into three parts—morn- 
ing, afternoon and evening. 


“To minimize faulty memory, 
panel members were asked to 
make their notations at three 


definite times during the day— 
noon, 6 p.m. and before retiring.” 

In future studies, the agency 
will seek to determine the effect 
of length of television ownership 
on division of a family’s time. 


‘Sets Martex Towel Drive 


Wellington Sears Co., New York, 
has scheduled full-page, four-color 
ads for its Martex towels in April 
issues of Better Homes & Gardens, 
House Beautiful, House & Garden 
and Ladies’ Home Journal to pro- 
mote a new group of “color con- 
cert” colors. The drive, which rep- 
resents the “largest single pro- 
motion in Martex history,” is be- 
ing handled by Ellington & Co., 
New York. 


Four A‘s Council Elects 

Dan W. Lindsey of the Lindsey 
Agency, Richmond, Va., has been 
elected chairman of the board of 
governors of the Atlantic Council 
of the American Assn. of Adver- 
tising Agencies. A. E. Morgan of 
Richard A. Foley Advertising 
Agency, Philadelphia, has 
named vice-chairman to serve for 
two years, and Robert N. D. Arndt 
of John Falkner Arndt & Co., Phil- | 
adelphia, secretary-treasurer for} 
two years. 


McCullough Joins Lynch 

Robert McCullough, formerly 
with Ray Carr Organization, Port- 
land, Ore., has joined Showalter 
Lynch Advertising Agency, Port- 
land, as production manager. 


Gruneau Names Clewes 

Richard S. Clewes, formerly ac- 
count executive in the Toronto of- 
fice of Gruneau Research Ltd., has 
been named manager of the com- 
pany’s Montreal office. 


Detroit Has 437.029 TV Sets 
WXYZ-TV, Detroit, has an- 
nounced that there were 437,029 
TV sets in the Detroit area as of 
March 1, an increase of 17,580 over 
the previous month. These figures 
are based on a survey made of the 
television distributors by WXYZ- 


been TV 


In CANADA 


31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 
ask for information 
WARD-GRIFFITH CO. 


The Word Griffith Co mointains offices 
advertising centers 


in oll principol 
— GET OUR CITY ZONE FOLDER - 


When you advertise your product but don’t answer the 
question of where to get it your farm market promotion 
falls down on the job. “See your local dealer’ isn’t 
enough; it may send your customers on wild goose 


chases; or, worse yet, into the hands of a competitor. 


That's why the where in farm market advertising is so 
important . . . why listing the names and locations of 


your dealers— practical only in local farm papers—is the 
one way to make sure of the sales your advertising creates. 


LOCALIZE 


“DONT LET OUR ADS 
SEND CUSTOMERS ON 
WiLtD Goose CHASES !” 


YOUR SELLING! 


J . _ 
a rR MM RBA SS OAD 


In the Midwest 8 states, it's the five locally-edited 
Midwest Unit Farm Papers that can do this complete 
selling job for you. Buying the Unit is a one package 
convenience . . . one order, one plate and one bill at a 
substantial savings in rates. 


Offering to list dealers’ names in your 
advertising is an excellent way tu keep 
old dealers happy and line up new ones. 
You can point out that their customers 
will read the advertising in their own, 
preferred farm paper and will know 
where to buy without "shopping around.” 


Call you Midwest offices at 250 Port Avenue, New York 59 East Moduon Street, 
Chicago... 542 New Conter Suliding, Detrot .. uss Buliding, Sen Froncice 


1324 Wietere Bovteverd. Lor Angetes. 


MIDWEST 4” UNIT 


NEBRASKA FARMER « PRAIRIE FARMER « THE FARMER + WALLACES’ 
FARMER & IOWA HOMESTEAD « WISCONSIN AGRICULTURIST end FARMER 
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PHOTOGRAPHIC 


REVIEW 


CHAT—Dr. Sydney Roslow (left), director 

of Pulse Inc., tolks things over with 

Frederick B. M in 

charge of marketing, Batten, Barton, 

Durstine & Osborn, at a meeting of the 

New York chapter of the American Mar- 
keting Assn. 


ATTENTIVE—Bud Carey, Goebel Brewing Co. (center), and J. Whitney King, Amer- 
ican Can Co., watch closely as F. G. (Pat) Jewett writes during an intermission of 
the Assn. of National Advertisers spring ting in the H tead, Hot Springs, Vo. 


ENE STEALER—Horold W. Meyer (center), president of Liquinet Corp., Chicago, 
© has signed as sponsor of Bill Evans’ afternoon show on WCFL, Chicago, joined 
h a model and Mr. Evans recently in enjoying antics of Jiggs, a rather unpre- COFFEE BREAK—Duri . . : 
- " = —During a pause in the Assn. of National Ad- Bankers Life Co.; Ted Prescott, Scott Paper Co.; G. A. Shallberg 
dictable recceon. Picture wes tehen ot the Midwest Beouty Show. vertisers meeting at Hot Springs, Va., this group refreshed with Jr., Borg-Warner Corp.; and W. W. Lockwood, Taylor Instrument 

a cup of coffee: (I. to r.) Bert Jones, Link-Belt Co.; Edwin Leader, Cos. 


woodruff seed 


with Tecco" induction Heating 
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WIN ABP HONORS—Here ore the six “outstanding” industrial ads that won bronze plaques in the Ohio Crankshaft Co., hinery and equipment; and American Steel & Wire Co., operating and main- 
ninth annual competition of A ted i Publicati Top row (left to right): F. H. Woodruff & Sons, tenance parts and materials. Bottom row: Aluminum Co. of America, fabricating ports and materials, 
for advertising of primary and process materials; E. L. Bruce Co., construction and engineering materials; Y s and p ging supplies; Tile Council of America, institutional advertising. (Story on Page 6.) 
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_ Steadily, solidly! FIELD & STREAM'S new all-time. 
circulation reflects more than 40 years of —_ 

_ Leadership through Readership — built on edi 

excellence and integrity. And all signs point 

| toa continuation of this upward trend. 
— effective with the September 1951 issue, he 
already been exceeded. FIELD & STREAM | 


advertisers long have been eiving a substa 


So far in 1951 and for 4@ comecutive years 
more advertisers have used more aes sa 
| FIELD & STREAM than in any other : 
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Research Group Elects 


Dr. E. Lawrence Deckinger, 
research director for Biow Co., 
New York, has been elected presi- 
dent of the Copy Research Council 
Wilson J. Main, research head of 
Ruthrauff & Ryan, has been named 
secretary-treasurer. Elected to the 
executive committee were: Allen 
B. Sikes of the Bureau of Adver- 
tising, retiring president, and Ed- 
ward Battey, research director of 
Compton Advertising. 


Extends Butterfat Tax 


The Iowa legislature completed 
action on a bill extending the Il¢ 
a pound butterfat tax from 15 days 
to 60 days to provide funds to ad- 
vertise butterfat products. The 
present tax had been collected 
during the first 15 days of June 
and under the new law the tax will 
be collected during May and June. 
The 60-day period is expected to 
bring in approximately $500,000. 
The new bill also included an 


amendment to provide that any 
farmer opposing the tax may file 
an application for a refund of the 
tax collected, provided he does so 
within 30 days. 


Butler-Emmett Dissolved 


Butler-Emmett Advertising 
Agency, Portland, Ore., has been 


dissolved. James Emmett, a part-| *** 
' to increase sales materially during | tions and one Philadelphia station. | 


ner in the company, has opened his 
own agency at 207 Concord Blidg., 
Portland. 


| was announced by H. J. Muessen,|is being planned. 


Advertising Age, April 9, 1951 


Piel Shifts Copy Appeal: No Decision Yet 
on Who Will Handle Trommer Advertising 


New York, April 2—By means| and 23 times daily on each of the 
of a new copy appeal and in- five metropolitan New York sta- 
creased advertising frequency in|tions used. Spot TV announce- 
a concentrated market area, Piel| ments, on film, will be used ir- 
Bros., Brooklyn brewer, expects | regularly on two New York sta- 


the remainder of this year. This; Business paper advertising also 


WARD-GRIFFITH CO. 


With Offices In All Principal Advertising Centers 


at a press conference at the 
of the brewery’s agency, 
Kenyon & Eckhardt. 

The new copy emphasizes that 
Piel’s beer has less “NFS” (non- 
fermented sugar) than most other 
beers. The media schedule calls 
for use of 32 newspapers, 33 radio 
stations and three television sta- 

Newspaper ads will appear 
from June through Sep- 
tember with greater frequency in 
the New York metropolitan area; 
radio spots will be used a few 
times a day in small market areas, 


In Kimberly-Clark paper-making — 


79 Quality Checks Mean 
Finer Printing for You! 


3 TONS OF TRUFECT READY FOR SUPERCALENDERING — AND FURTHER QUALITY CONTROL CHECKS. 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For at 
Kimberly-Clark, the industry's most 
extensive quality control system as- 
sures premium quality press per- 
formance and reproduction — at the 
cost of ordinary paper! 

You'll see new whiteness and bright- 
ness, feel new smoothness, in all four 
Kimberly-Clark papers. In make- 
ready, on large or small presses, 


youll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved — 
with less waste. 

So, regardless of your paper re- 
quirements — for long runs or short 
runs, advertising pieces, magazines 
or house organs — look to Kimberly- 
Clark for printability at its best. 


Quick death for bark! in huge rotating steel 
drums, logs are stripped of bark as they pound 
and rub together. Removal of all such undesir- 
able elements helps make Kimberly-Clark papers 
whiter, cleaner, smoother. And for greater 
strength, exclusive new LongLac fibers are now 
included in all four coated papers. 


Makeup for a paper's “complexion”! As 
an aid in imparting the proper surface to all 
Kimberly-Clark papers, only soft, snow-white 
clay of finest texture is used in the coating for- 
mulation. And now, a finer balance of coating 
ingredients gives this paper the smoothest print- 
ing surface in Kimberly-Clark history. 


How bright is bright? At Kimberly-Clark the 
brightness test tells—and as groundwood stock 
is dewatered, each sample taken must pass this 
test. It’s just one of 79 checks on paper quality 
made from tree to press—79 reasons why Kim- 
berly-Clark papers give you the press perform- 
ance and reproduction of higher-priced paper. 


Before choosing any printing paper — Look at Kimberly-Clark coated papers 
New TRUFECT*~— whiter, smoother, folds 


even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 


New HIFECT* Enamel with sulphate- 
cooked fibers added. Permanence, foldabil- 
ity, dimensional stability make Hifect ideal 
for covers or any fine letterpress printing. 


New LITHOFECT*~— for finest offset 
printing. Provides a moisture- and pick-re- 
sistant coating. Offers outstanding foldabil- 
ity. Renders colors without loss of density. 


press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 


ity ream-on-ream than ever before. 


KIMBERLY- CLARK 


CORPORATION 
NEENAH, WISCONSIN 


Kimberly 


‘= 


*T.M. REG U.S. PAT. OFF. 


vice-president and general man-| 


THIS IS LOYAL PHILLIPS — (General Manager) pol 
Loyal Phillips is General Manager of 


THE FASTEST GROWING NEWSPAPER 
IN UNITED STATES—THE LAKE CHARLES, 
LOUISIANA, SOUTHWEST CITIZEN 


Starting from “scratch” on August 14, 1949, the Sunday Southwest Citizen | ¢jonc in 4 cix-ct: 

gained leadership in local, general and classified advertising and the daily | °"'® '‘" 2 *!x-state area. 
Citizen is right up there too. Lake Charles is the 4th market in Louisiana.| _ 
Schedule your advertising in the growing newspaper, the Southwest Citizen, | W°¢*ly 
represented by the 


le Mr. Muessen emphasized that 
while Piel Bros. has always pro- 
duced a dry beer it has never 
stressed it before. Research, he 
said, has shown that a majority of 
beer drinkers on the eastern sea- 
board prefer a dry, light beer. To 
take advantage of the trend to- 
ward this type of beer, he said, 
Piel Bros. decided to merchandise 
this quality of its beer more vigor- 


ously. 
Piel Bros., which bought out 


John F. Trommer Inc. about two 
months ago (AA, Feb. 2), plans to 
continue the Trommer name and 
product, Mr. Muessen said. When 
asked whether this meant also that 
Lennen & Mitchell, Trommer’s 
agency, would continue to handle 
Trommer’s advertising, he said 
that the matter had not been defi- 
nitely decided, but that the present 
situation would remain unchanged 
until a study now being made had 
been completed. 

He also said that no successor 
to William Berech, Piel’s adver- 
tising manager, who resigned in 
January to join Kenyon & Eckhardt 
as an account executive (AA, Jan. 
22), had been selected, and prob- 
ably would not be for the time 
being. 


Sets Whisky Campaign 


National Distillers Products 
Corp., New York, has begun pro- 
motion for its Bond & Lillard Ken- 
tucky bourbon and whisky, fea- 
turing a fisherman and his dog 
theme. Selected newspapers will 
|be used for both b&w and color 
| ads. Full-color car cards and out- 
| door will support the drive. Point 
of sale material includes counter 
cards, window displays, backbar 
|eards and interior wall displays. 
Lawrence Fertig & Co., New York, 
is the agency for Bond & Lillard. 


| Gerlach-Barklow Names Two 
| Lee R. Reynolds has been named 
| to the executive sales staff of Ger- 
| lach-Barklow Co., Joliet, Ill., pub- 
| lisher of calendars and advertising 
specialties. He will recruit and 
train salesmen and do market re- 
| search. James P. McCague, former- 
|ly in charge of promotion for 
| American Institute of Laundry, has 
been appointed manager of indus- 
trial promotion. 


|Compton Appoints Brown 

Julia Brown, formerly a time 
| buyer of Compton Advertising, 
| New York, has been named direc- 
tor of media research. Media re- 
fant is a new division of the 
media department. Miss Brown 
will devote her time to over-all 
media problems of radio, TV and 
print. 


Colson Elects Gregory V. P. 

M. C. Gregory, formerly with 
Frederick W. Ziv Co., Cincinnati, 
has been elected a vice-president 
of Colson & Co., Dallas. He will 
supervise sales and distribution of 
| transcribed radio programs pro- 
duced by the company. 


LYNCHBURG 


VIRGINIA 
An — 3 Conte, fe Vinatate Key 


| THE LYNCHBURG. “yews & ADVANCE 

1. Effective buying income 

| $66,994,000. 

2. uality of market index 113. 

'$. City zone population 47,241. 

4 ——— cannot be sold from 
i eneiie 


ean IM LYNCHBURG-GET OUR maRKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER 
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Schieffelin Counts 
on Bird of Paradise 
to Boost Its Rum 


New York, April 3—Schieffe- 
lin & Co. is attempting to boost 
sales of its Don Q rum by popular- 
izing Bird of Paradise rum cock- 
tail—a drink inspired by the} 
movie cf the same name. | 

Ads in 20 national and regional 
beverage publications are being 
used to inform the trade. The Bird 
of Paradise title is also being pub- 
licized by 20th Century-Fox via 
ads in 13 consumer magazines. Ad- 
ditional plugs come from column- 
ists, fashion editors, critics and 
feature writers. 

“With a schedule of the cities 
booking the film,” explained B. 
Deane Brink Jr., national promo- 
tion manager for Don Q, “you pick 
your key distribution points to con- 
centrate on and plan your adver- 
tising, publicity and direct mail ac- 
cording to theater dates. 


es “In our case, 325 cities across 


the nation were featuring gar- 
ments, stationery, cosmetics, 
flowers and other items high- 


lighting the tropical Bird of Para- 
dise theme. This provided a logical 
oppor.unity for cooperation be- | 
tween local theaters, store mer- 
chants and bar and package store 
managers. 

“For emphasis in key markets, 
we devote special attention to 
newspapers,” he said, “with ads) 
and publicity stories to food} 
writers and dining-out editors, de- | 
scribing the unique flavor of Bird | 
of Paradise cocktail.” | 

The recipe is also given: 1 jig-| 
ger of Don Q rum, | jigger of 
pineapple juice, juice of half a} 
lemon freshly squeezed, half tea- 
spoon of sugar; shake thoroughly 
with ice. 


e Mr. Brink, who expects this to 
be “the greatest rum promotion 
ever undertaken,” added that the 
campaign includes numerous mail- 
ings to wholesale salesmen (in- 
formative broadsides which point 
up the opportunities for added 
profit). It also includes sending 
pamphlets and selling aids to bars, 


restaurants, package stores and 
distributors. Sales aids include 
table tents, back-bar displays, 


menu clips and consumer recipe 
booklets. 

Dundon Associates is the agen- 
cy. (Dundon was named for the 
promotion while Schieffelin & Co. 
was between agencies. AA re- 
ported March 5 that the company 
had appointed Abbott Kimball Co. 
for its import division, formerly 
serviced by Fletcher D. Richards 
Inc.) 


Thermoid Names Judd A. M. 
Thomas G. Judd, former pub- 
lisher of the Pyramid, Mt. Pleas- 
ant, Utah, has been named adver- 
tising manager of Thermoid Co., 
Trenton, N. J., manufacturer of 
brake linings, fan belts, radiator 
and industrial hoses, Beauty Tuft 
and Beauty Woven rugs. | 


Koppers Names Bausman 
Koppers Co., Pittsburgh, has 
named Cooke Bausman Jr., for- 
merly acting manager of the sales 
department, as manager of the 
sales department, central staff. 


NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 


NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. | 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


HAVANA CONFERENCE—KLM Royal Dutch Airlines advertising executives talk 
things over at the Havana meeting to determine KLM’s western hemisphere od 
program. Left to right ore: A. Den Hertog, advertising manager, Curacao; J. Th. 


Rijkens, advertising director, The Hague; R. 


Reviand, representative for Cuba; H. 


Fischer, advertising manager, New York; K. Campbell, president, Publicidad Inter- 


americana, Hovana, and E. T. N 


account tive, Charles W. Hoyt Co., 


Austin Appoints Bonsib 


John Austin Inc., Denver, manu- 
facturer of overshot loaders for 


heavy 


construction tractors, 


appointed Bill Bonsib Advertising 
Agency, Denver, to handle its ac- 
count. Page ads in Construction 


has Methods will be used initially. 


Hudson Biery Retires 
from Cincinnati Railway 

Hudson Biery, director of public 
relations of the Cincinnati Rail- 
way Co, since 1925, has retired. He 
will continue with the company as 
public relations consultant 

In the future the department of 
public relations will be called the 
promotion department. J. P. Jones, 
assistant to the president, Morris 
Edwards, will be director of the 
promotion department. Marvin S. 
Gilbert has been named assistant 
director of the department and edi-| 
tor of “The News,” company pub- 
lication. 


‘BH&G’ Adds 2 to Sales Stat 
Two additions have been made 
to the Chicago sales staff of Better 
Homes & Gardens. Donald J. 
Davidson, formerly associated with 
Fairchild Publications and Street 
& Smith Publications as advertis- 
ing sales representative, will cover 
the southern part of Indiana, ex- 
treme southern Ohio and some ac- 
counts in Chicago. F. Curtis East- 
man, formerly sales representative 
for Reinhold Publishing Corp., will 
cover eastern Missouri, Kentucky 
and also some accounts in Chicago. | 


| 
|In 1949 the Morning Call carried 


Industrial Trust Ups Barker 

Harold R. Barker, vice-president 
of Industrial Trust Co., Providence, 
R. L., since 1946, has been placed 
in charge of all advertising activ- 
ities of the bank. He had been sec- 
retary of the bank's advertising 
committee and also head of the 
company’s business development 
and public relations departments, 
positions he will continue to hold. 


PATERSON 


NEW JERSEY 
Srd City In New Jersey Covered With 
N CALL 


THE PAT 


more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, t 

people of Paterson read and are 
influenced by their advertising in 


the Call. 
REQUEST MORE FACTS—ADVERTISE Im THE CALL 
Retionslly Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 
centers 


in all principal 
— GET OUR CITY ZONE FOLDER - 


LISTENERS (NOT SEASONS) 


FALL, % 


WINTER, 8 
SPRING, 
* SUMMER, 


MAKE THE AUDIENCE! 


B 


y now, almost everyone agrees that Summertime 
radio provides as many (if not more) listeners 


than any other season. 


This fact has been proven by many surveys and just 
plain common sense. Less than 7 percent of the 


nation’s people are on vacation at any one time. And 
when they go, today’s vacationers take their radios 


with them. Iowa 
even during the 


Radio Audience Surveys show that 
past two years there has been a 


tremendous increase in sets used during the summer. 


Families owning portable sets has increased by 66,019 


— families owning radio-equipped autos has increased 
145,462 since 1948. 


In Summer, radios flock to the beaches, mountains 


and lakes; on family picnics; they take weekend trips 
and week-night drives, they’re practically “standard 
equipment” in automobiles and summer cottages. 


(The 1949 Iowa 


Radio Audience Survey found that 


80.5% of the men and 63% of the women listened to 


their auto radios when traveling more than 100 miles. } 
Radios are as much a part of the summertime 
American scene as bathing suits, picnics and “two- 
weeks-with-pay”. Actually, people are more depend- 
ent on radio when vacationing than when at home. 
If you want further facts, ask us or Free & Peters! 


W In 


+ for lowa 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, 


P. A. Loyet, Resident Manager 


FREE & 


National 


lO 


PLUS + 


President 


PETERS, INC. 


Representatives 
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Federal Reserve Figures on Department Store Sales 


WasHINGTON, April 2—Depart- 
ment store sales were up 9% dur- 
ing the week ended March 24, 


compared with the same week last 
year, but Easter sales did not come 
up to expectations. 

Since Easter this year came two 
weeks early, retailers had expected 
that total dollar volume would far 
exceed sales during the corres- 
ponding week last year. 

With the exception of the Pacific 
area and a few scattered cities, re- 


tailers generally were disap- 
pointed. The average 9% dollar 
volume increase, they reasoned, 


could be largely written off in 
terms of increased prices. (Federal 
Reserve Board districts do not re- 
port unit volume.) 

Possible explanations for the 
drop in retail volume are easy to 
find. Retailers suggested that the 
Kefauver committee kept would- 
be purchasers at home. Inclement 
weather received some blame. Still 
others felt that fear of shortages 
had been somewhat dissipated, that 
shoppers were waiting for post- 


PEORIA 


3 ILLINOIS 
i; Buying Center For The Rich 13 County 


PEORI Area Market Blanketed With 
THE PEORIA JOURNAL STAR 
First metropolitan market in 
Illinois (except Chicago). 
2. Metropolitan pop. 250,000. 
“Best TEST newspaper in U.S.” 
Per capita income—51% above 
Nat'l Ave. 
SEND FOR “PEORIAREA FACTS FOR FIFTY” 
Nat od by 


ally Repr 


FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in’ all principe! adverti centers 
— GET OUR CITY ZONE FOLDER — 


DEPARTMENT STORE 


SALES INDEX 


00 


Week to Mar. 24, 
Week to Mar. 25, '50*..279 
Week to Mar. 26, °49*..277 
Week to Mar. 27, '48*.331 
Month of Feb., '51*....p261 
Month of Feb., °50*....225 


"S1* p304 


*Not adjusted seasonaily. 
pPreliminary. 


fans 


Easter clearance sales, or that they 
had simply run out of money. 
Whatever the reason, sales were 
heaviest on the West Coast, and in 
southern and southwestern states. 
Sales were lightest in the midwest- 
ern districts reporting to the Fed- 


eral Reserve Board 
Among the individual cities, 
New Haven (up 42%), Salt Lake 


City (up 34%), and Houston and 
Wichita (both up 33%) topped the 
list. Largest declines were the 13% 
drop in St. Paul and a 10% decline 
in San Antonio. 

% Change from "0 


Mo. Mo. Wk. 

Federal Reserve of of Mar. 
District and City Jan. Feb. 2 
UNITED STATES 38 16 ” 
Boston District bo] Lt 9 
New Haven 22 21 42 
Boston 32 9 3 
Lowell-Lawrence 20 8 12 
Springfield 33 12 24 
Providence 32 21 22 
New York District a1 9 9 
Newark 37 21 10 
Buffalo 29 11 13 
New York 29 19 6 
Rochester wo 17 20 
Syracuse “4 16 16 
Ph ladeiphia District 8S 16 te 
Philadelphia 32 il 3 
Cleveland District a“ 23 2 
Akron 55 27 12 
Cincinnati 29 i3 7 
Cleveland 38 24 0 


Columbus 

Toledo 

Erie 

Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 


28s 


Birmingham is 12 
Miami 18 
Atlanta 15 is 
New Orleans —3 
Nashville 

Chiecage District ze 
Chicago 2) 
Indianapolis 23 
Detroit 26 


Milwaukee 

St. Leuis District 
Little Rock 
Louisville 
St. Louis Area 


ESSSSERRESESBS ELS 
| 
Nw 


a 
= 
- 


Memphis a 4 1 
Minneapelis District 33 “6h 
Minneapolis 31 10 —5 
St. Paul 32 3 —13 
Duluth-Superior 31 12 0 
Kansas City District 3 15 15 
Denver 35 19 10 
Wichita 53 32 33 
Kansas City 38 13 19 
St. Joseph 46 17 ° 
Oklahoma City 23 4 9 
Tulsa 41 9 -—5 
Dallas District 2s 9 “ 
Dallas 33 6 13 
El Paso 25 7 10 
Fort Worth 28 5 20 
Houston 31 24 33 
San Antonio 21 4 10 
San Francisco District a9 16 22 
Los Angeles Area 31 16 21 
Oakland 2 13 24 
San Francisco 31 4 26 
Portland 65 4 7 
Salt Lake City 43 21 4 
Seattle 60 23 25 
*Data not availabie 
Seattle Four A's Elects 
The Puget Sound chapter, 


Seattle, of American Assn. of Ad- 
vertising Agencies has elected Wil- 
liam W. Woodbridge, Botsford, 
Constantine & Gardner, chairman. 
Other officers are William Horsley, 
Pacific National Advertising Agen- 
cy, vice-chairman, and Kermit 
Allen, Strang & Prosser Advertis- 
ing Agency, secretary-treasurer. 


To Michener & O'Connor 

Michener & O'Connor, Harris- 
burg, Pa., will handle legal adver- 
tising for the Pennsylvania State 
Highway and Bridge Authority, a 
public corporation established by 
the state in 1949. 


« International Head 


Carroll Rheinstrom 
Quits as Macfadden 


New York, April 4—Carroll 
Rheinstrom, president of Macfad- 
den Publications International, and 
former chief administrative officer 
of Macfadden Publications during 
the postwar period, has disposed 
of the remainder of his Macfadden 
interests and has retired from the 
last of the various offices he has 
held in the company since 1922. 

Mr. Rheinstrom has announced 
that after spending the summer on 
his farm in upstate New York, he 
plans to open offices as an inter- 
national publishers’ representative. 

This marks the second time that 
he has retired 
from Macfadden. 
In 1940, after 
serving as pro- 
motion manager 
and advertising 
manager of True 
Story, Mr. Rhein- 
strom joined 
Ward Wheelock 
Co., Philadelphia, 
as partner and 
head of its New 
York office. 

In 1942, follow- 
ing a stockholders’ suit against 
Bernarr Macfadden, which re- 
sulted in the disposal of Mr. Mac- 
fadden’s publishing stock interests, 
Mr. Rheinstrom returned to Mac- 
fadden as executive vice-presi- 
dent and general manager. 


Carroll Rheinstrom 


s He was instrumental in the re- 
organization of Macfadden's oper- 
ations, which for some time had 
been in the red. Substantial in- 
creases in profits were realized, 
and by 1945 Macfadden profits 
reached the million-dollar level. 

At that time, Mr. Rheinstrom 
disposed of the bulk of his Mac- 
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fadden interests, resigned as ex- 
ecutive vice-president, and organ- 
ized Macfadden Publications In- 
ternational. Within the past five 
years he has organized 30 trans- 
lated editions of Macfadden and 
associated publications, with a 
combined circulation of more than 
70,000,000 copies a year. In 1950, 
Mr. Rheinstrom’s International 
Corp. contributed approximately 
one-half of the entire Macfadden 
net profits from all operations. 


Schick Opens Canadian Drive 


Trade publications and consumer 
magazines are being used 
Schick (Canada) Ltd., Toronto, to 
introduce the new Schick Model 
“20" to the Canadian market. 
Four-color pages are running in 
jewelry, drug, and radio and ap- 
pliance publications, and in one 
French and two English magazines. 
Harold F. Stanfield Ltd., Toronto, 
is the agency. 


Direct Mail Volume Up 

Direct Mail Advertising Assn. 
reports that the dollar volume of 
direct mail advertising used by 
American business during the 
first two months of 1951 was $171,- 
052,031, a gain of 154%% over the 
corresponding period in 1950. For 
February, 1951, the dollar volume 
was $80,379,898, an increase of 
14% over February, 1950. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Key Cities over 58,000 pop. 
2. Buying center for the Thumb 
and River District. 
3. Diversified Industry & Farming. 


SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Actual size... 
Convenient for 
pocket or purse 


Pick up Quick... and 


a ae, oe oe 


SEE THE IMPACT OF EACH AD! 


See how each ad in Quick gets spotlight 


visibility . . 


. full impact on Quick's growing 


circulation of more than 1,000,000 


each week. No wonder— 


Quick's fast format and rapid-fire news reporting 
carry readers’ attention to every page . . . from 


cover to cover. And.. 


Each ad is a full page. If requested each ad stands 


by itself, facing an editorial page. 


See for yourself how these ads command 
attention in the current issue of Quick— 


American Express Motorola Television 

Columbia Records Old Gold Cigarettes 

Curtiss Candy Universal Household Products 
General Electric Willys-Overland 
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New School Club Aids 
Waste Paper Drive 


Sanpusky, O., April 3—Under 
the aegis of Hinde & Dauche Paper 
Co. here, a waste paper collection 
program initiated among the city’s 
school children is proving highly 
successful. 

Working in cooperation with the 
local chamber of commerce, the 
Sandusky Register-Star-News and | 
Station WLEC, an appeal was made 
to grade school children, both pub- 
lic and parochial, for waste paper 
to keep the company’s local mills 
running, and at the same time par- 
ticipate in forest conservation. 

The organizers reasoned that no 
appeal could be made to school 
children without some kind of re- 
ward. As a result, the JACKS was 
formed—JACKS being a contrac- 
tion of Junior Aid Conservation 
Klub. Each student who brought 
bundled waste paper to his school 
during the drive received a mem- 
bership card in JACKS, entitling 
him to free admission to civic- 
sponsored events held by the club. 


@ Advance newspaper and radio 
publicity gave information on the 
kinds and types of paper sought, 
how the paper should be bundled, 
and plugged the necessity for the 
drive. Proceeds from the sale of 
paper are to go to school projects 
not regularly provided for in op- 
erating budgets. 

The Sandusky chamber of com- 
merce has prepared complete de- 
tails on the organization of a 
JACKS club, and offers its aid to 
interested chambers of commerce. 


Evergreen Playground Assn. 
Plans Tourist Campaign 
Evergreen Playground Assn., 
Seattle, will use West Coast maga- 
zines and newspapers to promote 
tourist travel this summer in the) 
international tourist area from 
Puget Sound to Vancouver Island. 
April ads are scheduled in the 
Los Angeles Times, Examiner and 
Herald-Express, the San Francis- | 
co Chronicle and Examiner, the 
Oakland Tribune, and National) 
Motorist and Westways. A four-| 
color page will run in Sunset Mag- | 
azine. James Lovick & Co., Van- 
couver, B. C., handles the account 
for the association, which is sup-| 
ported by chambers of commerce | 
and other groups in Vancouver and | 
Victoria, B. C., Seattle, Tacoma | 
and the Olympic Peninsula. 


NEMA Sets Appliance Drive 


National Electrical Manufactur- 
ers Assn., Chicago and New York, 
will start an industry-wide pro- 
motion about April 9, and will use 
the facilities of Prizes Inc., New 
York. Prizes services radio and 
TV give-aways, exchanging na- 
tionally advertised merchandise | 
for air publicity. The promotion | 
is designed to build up consumer | 
acceptance of electrical appliances | 
as year-round gifts. General Elec- 
tric, Universal, General Mills, 
Toastmaster, Cory and other man- 
ufacturers will participate. 


Adds Sleight and Miles 

Hanson-Bennett Magazine 
Agency, Chicago, has appointed 
Walker Sleight, formerly with} 
Crowell-Collier, as vice-president 
and treasurer. He succeeds the 
late Ray Peritz. Frank Miles, for- 
merly with Esquire and Apvertis- | 
nc Ace, has joined the staff of the 
agency. 


PORTSMOUTH 


VIRGINIA 


A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,046 _ 
Effective buying income $90,220,000 
City circulation coverage 112% 

An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

principal advertising centers 

— GET OUR CITY ZONE FOLDER 


Starts Institutional Drive 

Texas Engineering & Mfg. Co. 
has started an institutional cam- 

ign telling of its “five-year rise 
in the aircraft industry.” The 
schedule includes 13 full pages in 
Aviation Week, four two-thirds 
pages in Business Week, six pages 
in Flight, four pages in Air Force 
and three pages in “Dallas Maga- 
zine,” a chamber of commerce 
monthly. Copy is also appearing 
in the Dallas News and Times- 
Herald. J. B. Taylor Inc., Dallas, 
is the agency. 


Roden Joins Gray & Rogers 
Lincoln Roden, formerly owner 
of his own agency, and prior to 
that with Richard A. Foley Ad- 
vertising Agency, Philadelphia, has 
joined the contact department of 
Gray & Rogers, Philadelphia. 


Has 225,000 Video Sets 

According to a survey made by 
Station WTMJ-TV, Milwaukee, 
there were 225,000 TV sets in the 
area served by the station as of 
March 1. 


Whether in ONE _ 
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Planning a test campaign? 
Yi vate: 
. . 
Green Bay, Wisconsin 
Grocery Store Audit * 
atte Otte teak - - - an ideal test market! 
The P Sensis Now one of the nation’s Standard Metropolitan areas, Green 
oo ~s caiies toon Bay has all the essential characteristics of a reliable test 
panel of 18 outlets. A check market. A wide variety in industry, transportation, employ- 
of store inventory and in- ment, nationality groups and other activities make the city 
—— —- regular -- typical of all sections of the country. 
me pi me gaged Cooperation of local media and distribution facilities is 
charge for test campaigns. excellent. 
contact the oO 
oul maaaiine GREEN Bay PRrEss-GAZETTE 
Department Green Bay, Wisconsin 
\ ‘ 
_— ‘oe 
‘Fi 
z ’ We pay our 
¥ Wo special respects to the : 
. , 
whd ENGRAVING STANDARDS COMMITTEE 
T of the Printing Industry 
HREE.. of America, Inc. 


FOU & (or more) colors 


There is no substitute 
for engravings made to 


exact 


specifications 


The Photoengraving Specifications Manual, recently 
published by the Printing Industry of America, Inc., 
deserves the endorsement and support of all advertisers, 
advertising agencies, photo-engravers, typographers, 


electrotypers, publishers and printers. These specifications agree 

in general with the Recommended Standard Specifications 

for Advertising Reproduction Material published by the AAAA-NAMP 
Joint Committee on Magazine Advertising Reproduction, which 


have been adopted by many magazine publishers. 


These recommended specifications are worthy of the support 


of all who are interested in quality and efficiency 


combined with due economy. It is important that the engraver ° 


be fully informed as to the end uses of the printing plates. 


It is important that the publisher or printer know that the engravings 
have been made for his particular printing purpose and method. 


Knapp engravings are made in accordance with these 


specifications. We have long believed that there is no such thing 
as an “all-purpose” set of engravings. 


Printing will make still further strides as papers and proce 
colors are similarly standardized in their specifications. 


Joseph Chanko, Choirmon 
The Condé Nost Press, Greenwich, Conn. 


William Barker. Cuneo Eastern Press, inc., Phile., Po. 


Jomes R. Brockett 
Printing industry of America, Wash., D. C. 


Julius Briskie Poce Press, Inc., New York 
Harold Dovis Dovis, Delaney Inc., New York 


John H. Davis, Jr. 
judd & Detweiler, inc., Wash., D. C. 


Russell J. Hogan Wilson H. Lee Co., Orange, Conn. 
Charlies |. Hopkins. . .Willioms Press, Albony, N. Y. 
John A. McLean. . formerly with G. P.O., Wash., 0. C. 
Frank F. Pleiffer 

Reynolds & Reynolds, inc., Dayton, Ohio 
George C. Schaefer, Jr... ..... Los Angeles, Calif. 


Bernord Taymons 
Printing Industry of Americo, Wash., D. C. 


and to the 

AAAA-NAMP JOINT COMMITTEE 
on Magazine Advertising 
Reproduction 


John F. Aldinger Young & Rubicom, Inc., New York 
Thomas J. Carnese.... . Ted Botes & Co., New York 
George B. Dearnley 
McConn-Erickson, Inc., New York 
Donohve 
Botten, Barton, Durstine & Osborn, New York 
£. Thomes McBreen |. Walter Thompson Co., Chicago 
John J. Quinn . Pedler & Ryon, New York 
Richord Turnbull 
American Association of Advertising Agencies 


George H. Corl ......... Woman's Day, New York 
F. E. Church 

Alternate for Mr. Brumbaugh, Time, inc., New York 
Arch Crowtord 


National Assoc. of Magazine Publishers, New York 
Peter Denneriein Crowel!-Collier, Springfield, Obie 
Cloude V. McBroom 

Meredith Publishing Co., Des Moines 

P. 1. Rusten 
Condé Nast Publications, inc., New York 
Irving Simon Maoctadden Pub., New York 
Lewis W. Troyser Curtis Publishing Co., Philadelphia 
Clayton C. Westlond.... McCall Corp., New York 


‘RAPP COLOR PLATE CO. 
APP ENGRAVING CO., Inc. 


141-155 East 25th Street * New York 10, N.Y. 
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Anahist Says Clinical Evidence Refutes 
‘No Value’ Attack by NY Medical Group 


New York, April 3—Anahist 
Co. last week took exception to a 
statement issued earlier by the 
committee on public health rela- 
tions of the New York Academy of 
Medicine, which said “anti-hista- 
minic preparations are of no value 
in the treatment of true colds and 
the public should be warned of the 
hazards attending their use.” 

Stanley Lasdon, Anahist execu- 
tive vice-president, declared there 
was “nothing new” in the academy 
statement that “has not been pre- 
viously answered many times by 
clinical evidence from tests con- 
ducted on rigidly controlled bases 
by medical doctors of unquestioned 
reputations, and proved by exten- 
sive consumer usage—providing 
ample evidence of Anahist’s safety 


and effectiveness.” 

Mr. Lasdon said the American 
public has purchased more than 
half a billion Anahist tablets in 
the past 18 months “without a 
single verified case of dangerous 
results.” 


e Asserting that Current Medical 
Digest has reported 95% of the 
doctors prescribe antihistamines 
for hay fever, and 73% for colds, 
Mr. Lasdon said “many doctors 
naturally oppose the sale of Ana- 
hist over the counter, just as they 
did aspirin and vitamins.” He 
added that many doctors, never- 


theless, “advise their patients to 
use Anahist. 
“Anahist,” said Mr. Lasdon, “is 


a unique new therapy for the 


Consistently renewing its sched- 
ules year after year, this fine 
Western bakery proves its loyal- 
ty of KJR's efficient coverage of 


Western Washington. 


REPRESENTED NATIONALLY 


BY AVERY-KNODEL, 
New York + Chicago + Los Angeles + Son Francisco + Atlanta 


OLD FRIEND 


inc. | 


treatment of cold symptoms. It is 
not a cure for the infectious cold. 
Anahist is indicated in the early 
signs of a cold, especially the head 
cold, and when Anahist is taken 
as directed, it will, in a great ma- 
jority of cases, check the co'd 
symptoms promptly. 

“These statements and promises 
in Anahist advertising are sub- 
stantiated by actual clinical evi- 
dence, and now, after one and a! 
half years, by users of Anahist, and 
repeat users, which is the acid test | 
of safety and effectiveness of the} 
product. } 

“The public will decide the) 
issue, as always. And to quote the} 
Reader’s Digest—‘When you can 
stop the symptoms of a common 
cold, what have you got left?’” 


e The Academy of Medicine group 
had declared that “packages of 
antihistaminic drugs sold to the 
public carry directions for dosage, 
but this is not sufficient protection 
against accidental overdosage or 
other hazardous uses, especially 
in children. Allergists have esti- 
mated that at least 20% of the peo- 
ple who take antihistamines in the 
dosage recommended will experi- 
ence undesirable, if not dangerous, 
reactions.” 

Mr. Lasdon replied that “there 
has never been reported a serious 
illness from normal use of Ana- 
hist.” He said 11,000,000 families 
have used Anahist with no more 
“side” effects than some people 
get from aspirin or cold tablets. 

Anahist took exception to the 
New York Times report of the 
academy group’s statement. The 


@  ~_ sometimes bee : 


The old saying that ‘Competition is the life of trade” 
is only half the story in a highly technical 


This is one reason why we produce the majority of 
engravings bought in Chicago and are individually 
known and respected for the quality of our work. 


Keaic 


MSD 


ae 


ERE NPE MUS a 


business like photoengraving. 
The members of the Chicago Photoengravers 

Association are frankly and openly competitive, but 

they are also cooperative in advancing the 
_technical art of photoengraving. Our members interchange 
PF ideas for improving operating efficiency to offset 
increasing costs and to advance our standard of quality. 
Programs for training photoengraving craftsmen and for 
raising the level of craftsmanship, both local and 

national, are supported by our members. 


Chicago Photoengravers Association 


BOARD OF TRADE BUILDING - 


Advertising Age, April 9, 1951 


ALL HAIL THE TIE-IN—During the recent American Dairy Assn. convention in Chi- 
an ; 


cago (AA, April 2) rep: 


which use ads boosting dairy 


products as well as their own gathered ct the exhibit area to exchange notes. 

Among them were (left to right) Hugh Conklin, manager of grocery sales, Generol 

Foods Corp.; C. R. Schoby, president of ADA, and J. Sidney Johnson, director of 
trade relations, National Biscuit Co. 


CHICAGO 


company said the Times referred 
to “dangerous results” connected 
with antihistamine use “without 
any attempt to ascertain the ac- 
curacy of the statement as applied 
to over-the-counter antihistamines 
(Anahist). 


s “The Times,” said Anahist, “has 
had in its possession a complete 
file of clinical evidence contrary, 
insofar as over-the-counter anti- 
histamines are concerned, to the 
statements quoted” from the 
Academy of Medicine release. 

Bristol-Myers Co., New York, 
maker of Resistab, declined to 
comment on the Academy of Medi- 
cine release. No one in authority 
at Union Pharmaceutical Co., 
maker of Inhiston, could be 
reached for comment. 


Hotpoint Sets Dryer Ads 


Hotpoint Inc., Chicago, in con- 
nection with the start of dealer 
shipments of its new moisture- 
free electric clothes dryer, will 
launch a full-scale ad program in 
consumer and trade publications 
this month. The first ad will be a 
four-color spread in The Satur- 
day Evening Post, April 14, fol- 
lowed by similar spreads in Life, 
April 23, Time, April 30, Collier’s, 
May 12, and The American Week- 
ly, May 6. Maxon Inc. Chicago, is 
the agency. 


Diamond State to Mendte 


Diamond State Brewery Inc.,) 


Wilmington, Del., has appointed J. 
Robert Mendte Inc., Philadelphia, 
to handle advertising for its Dia- 
mond State beer and Stoeckle Se- 
lect beer. 


Radio, TV Courses Set 


The Northwestern University- 
NBC Summer Radio and Televi- 
sion Institute will open its 10th an- 
nual six-week session in advanced 
radio and TV training June 25. 
This year the institute will offer a 
specialized series of three courses 
designed to give students a practi- 
cal background in the “Chicago 
school” of TV production. Thirteen 
courses of instruction will be pre- 
sented at the 1951 session, cover- 


ing programming, production, 
writing, sales, management, public 
service, news and announcing. 


Classes will be conducted at the 


NBC Chicago studios and at 
Northwestern’s Evanston, IIl., 
campus. 


Jones Rejoins Walker 


Joseph M. Jones, for the past six 
years manager of the outdoor de- 
partment of McCann-Erickson, 
New York, has rejoined Walker & 
Co. Detroit outdoor advertising 
concern, as an account executive. 
He had been associated with 
Walker for 20 years prior to join- 
ing McCann-Erickson. 


Melrod Names Moellers V. P. 

Alberta Moellers, formerly ad- 
vertising manager of Sample Inc., 
Buffalo, N. Y., has joined William 
A. Melrod, Buffalo agency, as a 
vice-president. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


King Size Ad Buy 


King-size gas buy ! 


1951 RED CROWN 
<o 


SHOWMANSHIP. Big, gay, colorful 

. people can’t miss seeing this 
Standard Oil GOA panel! And be- 
cause the sales message is large 
and dramatic, people read it easily. 
That way they remember what they 
read. Yes sir, dramatic outdoor 


| panels are your best advertising 


buy. Put GOA showmanship to 


work selling your product today! 
General Outdoor Advertising Co., 
515 S. Loomis St., Chicago 7, Ill. 


*Covers 1400 ( | 
leading cities q 
and towns 
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Fair Traders File 
Brief in High Court 
in Schwegmann Case 


Gary, Inp., April 2—American 
Fair Trade Council has joined with 
the Fountain Pen & Mechanical 
Pencil Manufacturers Assn., Na- 
tional Bedding Manufacturers 
Assn., American Booksellers Assn., 
National Federation of indepen- 
dent Businessmen, and 17 cosmetic 
manufacturers in filing a brief as 


a friend of the court in the 
Schwegmann Bros. vs. Calvert 
Distillers case now before the 


Supreme Court (AA, March 5). 

The primary question in the case 
is whether the Miller-Tydings Act 
binds non-signers, as well as sign- 
ers, to fair trade contracts with 
manufacturers outside their states. | 

“The American Fair Trade 
Council is advised that the con- 
stitutionality of fair trade legisla- 
tion is not at issue in this case,” 
Mr. Anderson said. “The Supreme 
Court by unanimous decision, and 
the highest courts of many states 
have previously upheld the valid- 
ity of this legislation.” 


GE Develops UHF Transmitter 

General Electric Co., Syracuse, 
N. Y., has developed what it terms 
“the world’s most powerful ultra- 
high-frequency TV transmitter.” 
The transmitter’s effective radi- 
ated power of 100kw is made pos- 
sible through the use of a new 
UHF velocity-modulation 5kw 
tube. GE has requested permission 
from the FCC to operate the trans- 
mitter on an experimental basis, 
and will make reception tests with 
UHF receivers in the field if FCC 
gives its okay. 


Parker Plans Canadian Push 

Parker Pen Co., Toronto, subsi- 
diary of the Parker Pen Co., Janes- 
ville, Wis., will use full-page, four- 
color ads in Canadian magazines 
this spring featuring well known 
Canadian personalities and stress- 
ing the theme that the Parker 51 is 
“the pen favored by noted people, 
recognized the world over for its 
distinctive beauty.” Agency for the 
subsidiary is Walsh Advertising 
Co., Toronto. 


Cotton Council Names Smith 


Roger W. Smith has been named 
coordinator of sales promotion ac-| 
tivities between the Memphis and 
New York offices of the National 
Cotton Council. A member of the 
council’s promotion staff since 
January, Mr. Smith formerly was 
affiliated with the advertising de- 
partment of Gates Rubber Co., 
Denver. He will make his head- 
quarters in the Memphis office. 


Radio Cincinnati Names 2 

William B. Hines, sales promo- 
tion manager of WKRC-AM, TV 
and FM, operated by Radio Cin- 
cinnati Inc., Cincinnati, has been 
appointed director of promotion 
and public relations. Luis A. Gal- 
lop, formerly in charge of pro- 
motion, advertising and publicity 
of WCPO, has been named direc- 
tor of publicity. 


Joins Proebsting-Taylor 

Helen Hightower has joined 
Proebsting-Taylor Inc., Chicago, as 
an account executive. She former- | 
ly was associated with DeMunn & 
McGuiness, Chicago, in the same 
capacity, and before that was with | 
Campbell-Sanford Co. and Mandel 
Bros., both in Chicago. 


SALES PORTFOLIOS 


SERVICE BINDERY CO. 
INC 


2241 S. WABASH AVENUES 
CHICAGO 16 


CAlumet 5-3224 


Mail-Well Envelope Names 3 


Charles E. Draper, city sales 
manager of Mail-Well Envelope 
Co., Portland, Ore., for 15 years, 
has been appointed general mer- 
chandise manager of the company. 
William Lord has been promoted 
from the city sales staff to city 


sales manager. Richard David, 
sales promotion manager, has 
been named country sales mana- 


ger. 


Appoints Carter Knight 


Carter S. Knight, formerly re- 
gional sales representative with 


| 


Brophy to Address Students 
Thomas D’Arcy Brophy, chair- 
man of the board at Kenyon & 
Eckhardt, will address the Metro- 
politan Student Marketing Confer- 
ence, to be sponsored by the New 
York chapter of the American 
Marketing Assn. on April 25 at 
New York University. Other 
speakers include George Hansen, 
president, National Retail Dry 
Goods Assn.; 
vice-president, Bristol-Myers Co.; 


George McMillan, ' 


Alfred Politz, president, Alfred 
Politz Research Inc., and W. W. 
Wachtel, president, Calvert Dis- 
tillers Corp. 


NY Port to Have Posters 

Transportation Displays Inc., 
New York, has been granted per- 
mission by the Port of New York 
Authority to offer advertisers 
Standard one- and _ three-sheet 
poster displays at the port author- 
ity bus terminal. 


Joins ‘Furniture Age’ 

John W. Gross, who has been 
western representative of Mechani- 
zation Inc., will join Furniture Age 
April 15 as a space representative 
in Chicago. 


Names Hicks & Greist 

Olympic Radio & Television, 
New York, has appointed Hicks & 
Greist, New York, as its advertis- 
ing agency. Harry L. Hicks Jr. 
was named account executive. 


a few cents a day! 


radio station WTAG, has been ap-| 
pointed advertising sales represen- 
tative for the New England House- 
wares & Electrical Appliance Buy- 
ers’ Guide, official directory of the 
Housewares Club of New England. 


Freeman Appoints Miner 


Freeman Certi-Fresh Foods, Los 
has appointed Dan B. 


Angeles, 
Miner Co., 
agency. 


The company 
food markets with fresh fish and | 
14 items in one-pound packages of | 
fresh-frozen fillets. | 


Los Angeles, as its| 
supplies | 


That's the car card copy Associated 
Telephone uses to sell extension 
telephones in Los Angeles. And “a 
few cents a day” per vehicle is all 
it costs to buy car cards in this 


important market. 

Transportation Advertising in 
Southern California is handled by: 
California Transit 
Advertising, Inc. 

2030 Wilshire Blvd., Los Angeles 


(nara 


“Panic buying”... 


The effect that sudden waves of buying have on a product can be 
T promptly, accurately measured 


Do you know how it will affect your future sales? 


Recently an agitated housewife told 
her husband she Had to hurry into 
town. And he asked why. 


“I hear there's a nylon shortage and 
1 don’t want to be caught without.” 


Knowing that a supposed shortage 
in his own business had been without 
foundation, he cailed a friend in the 
hosiery industry. Said this manufac- 
turer, “Jf you'll give me an order now 

I'll deliver 100,000 dozen pairs right 
quick.” 

A sensitive barometer . . . 


To spot hoarding so early isn't always 
easy. Yet these recurrent waves of “panic 
buying” can have a serious effect on your 
planning. 

When sales spurt, are old customers 
hoarding? Or are you getting new cus- 
tomers? How many of these do you keep” 
Who gets the ones you lose? Neither 
trade orders nor a One-time survey can 


tell you. But these questions, and many 
more, are promptly answered by the con- 
tinuing monthly reports of the J. Walter 
Thompson Consumer Purchase Panel. 


Each month, from 5,000 scientifically 
selected families, written records of every 
purchase in the fields being studied — with 
reasons for any shift in brands—come to 
the J. Walter Thompson Consumer Panel. 
The Panel then reports to its clients, pin- 
points consumer trends and measures 
their effects . . . before it is too late. 


The value of these findings can be judged 
by the sales problems they have solved and 
new sales opportunities they have suggested. 
“The 


You will find these in a new booklet, 
J. Walter Thompson Con- 
sumer Purchase Panel.” \n- 
terested executives are in- 
vited to write. The J. Walter 
Thompson Co., Dept. 204, 
420 Lexington Ave., New York 
17, N. Y. Twenty-three other | 
Offices in strategic marketing 
centers around the world. 


The J. Walter Thompson 


Consumer Purchase Panel 
offers these unique advantages: 


1. A complete scientific sample of the 
whole United States, covering all 
family types and all marketing areas. 


2. Monthly reports from these families 
: based not on opinion, not on 
memory . but on written FACT as 
listed in daily records of purchase. 


3. The place of purchase is shown 

including major chains, syndi- 

cate stores, house-to-house, depart- 
ment stores, mail orders 


4. A continuing record of the buying 
habits of the same families . . . 5000 
case histories for analysis . . . which 
mirror accurately the facts on repeat 
sales, results from deals, premiums, 
and other special promotions — both 
yours and your competitors. 
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New York, April 3—Improved 
merchandising and operating ra- 
tios were shown by the nation’s 
| department and specialty stores at 
| the end of fiscal 1950 as compared 
| with those reported for the nine 
months ending Oct. 30, 1950, ac- 
cording to data submitted to the 
| Controllers’ Congress of the Na- 
|} tional Retail Dry Goods Assn. by 
| 215 stores with aggregate sales of 
about $3.5 billion. 
| The better results, it was said, 
| were expected since, traditionally, 
| the stores show improved operat- 
jing ratios during the final fiscal 
| quarter. 

Sales in the typical department 
store, the data showed, advanced 
6% during 1950. Gross margin was 
36.7% compared with 35.3% a 
year ago, and operating expenses 
| were only slightly less than last 
| year’s level, amounting to 31.7%. 
| Resulting profit from merchandis- 
ing operations, excluding other in- 
come and before federal income 
| taxes, was 5% of sales compared 
| with 3.3% at the end of fiscal 1949. 


'@ The increase in profits from 
merchandising operations was pri- 
marily due to improved gross mar- 
gin performance, which in turn 
was the result of lower markdowns 
(6.2% of sales in 1950 compared 
with 7.5% in the previous year) 
and only a slightly higher cumula- 


SECOND CLASS BREAKDOWN—This chart was part of the No- 
tional Assn. of Magazine Publishers’ statement for the House 


post office committee 
shows the diversified coverage of 23,657 registered users. 


against a boost in second class rates. Chart 


| Department, Specialty Stores Improved 
Merchandising. Operating Ratios in ‘50 


tive markon percentage. 

Raymond F. Copes, general man- 
ager of NRDGA's Controllers’ Con- 
gress, said the increase in dollar 
sales volume occurred as a direct 
result of strong inflationary pres- 
sure, since there was no change in 
the physical volume of goods han- 
died. He said the increase in the 
amount of the average salescheck, 
which advanced 24¢ during the 
year and amounted to $4.35, rough- 
ly parallels the increase of 6% in 
dollar sales volume during 1950. 


FCC Rejects Three VHF 
Experimental Applications 


The Federal Communications 
Commission has turned down three 
applications for “experimental” 
licenses for TV stations in the 
present VHF TV band. Two of the 
unsuccessful applicants are Easton 
Publishing Co., Easton, Pa., and 
Lehigh Valley Publishing Co., 
Allentown. The third is Northwest 
Television, Portland, Ore. 

FCC said the application plan 
now under consideration did not 
contemplate VHF stations in these 
areas, and that it would not be ap- 
propriate to permit even experi- 
mental VHF operations. 


Preis Joins Station WOAI 

Rex Preis has joined Station 
WOAI, San Antonio, as_ radio 
sales manager. Mr. Preis has given 
up his ad specialty business in or- 
der to join the station. 


DuMont Appoints Three 
to Head Departments 


DuMont Television Network, 
New York, has elevated three ad- 
ministrative assistants to the post 
of department directors. With the 
network for a year, Clarence G. 
Alexander has been named direc- 
tor of network operations. 

Norman W. Drescher, who’ 
joined DuMont 18 months ago, was 
appointed director of stations re- 
lations. Named director of budget 
and general services was Joseph 
W. Hess, who also has been with 
the company for some time. 


Crosley Transfers Sales 

Sales operations of the Phila- 
delphia regional office of the 
Crosley division, Avco Mfg. Corp., 


have been transferred to New 
York. Distributors affected are 
Legum Distributing Co., Balti- 


more; Lehigh Valley Distributors, 
Hazelton, Pa.; Judson C. Burns 
Inc., Philadelphia; Graybar Elec- 
tric Co., Richmond, Va., and Rich- 
ardson’ Wayland Electric Corp., 
Roanoke, Va. The change is part 
of a program to expand over-all 
sales operations while maintain- 
ing closer contact with distributors. | 


‘Parents’ ’ Sets Fashion Clinic 

Parents’ Magazine, New York, 
will hold its fall fashion clinic, 
exhibit and luncheon forum on 
May 24 in the grand ballroom of 
the Hotel Astor, New York. The 
clinic is designed for advertising 
agencies, retail buyers, merchan- 
dising managers and resident of- 
fices. Monroe E. Michels, promo-| 
tion manager, is in charge. 


ARE SALES WINDS CHANGING? 


Tough merchandising problems usually accompany a chang- 
ing economy. Are you faced with them today? A test in 


a, 


“Test Town, U.S.A.” will 


products. Tests here are ac 


paper -and only one — 


the full story. Write for 
“Test Town, U.S. AW 


STORY, 


you get typical consumer reactions to new or changed 
‘curate and conclusive. One news- 


Soulh end 
~~ Cribune | 


BROOKS & FINLEY, INC. 


help. In the South Bend market 


blankets this great market. Get 
free market data book, entitled 


* NATIONAL REPRESENTATIVES 


Full Coverage of 


SOUTH FLORIDA 
Includes 


S. Palm Beach County 
Ft. Lauderdale 
Hollywood 

and Greater Miami 
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Advertising Age, April 9, 1951 


Stiff Tax on Consumer Advertising 
to Curb Spending Urged in Congress 


(Continued from Page 1) 
from Sen. William Benton (D., 
Conn.)}, who charged that it failed 


to deal with “the short-term dan-| 


ger of all-out war. 

“Military defenses cannot wait) 
on the legislative jockeying and 
political compromising involved 
in putting new tax laws on the 
statute books,” he declared. 


s For a precedent for a tax on ad-| 


vertising, the committee staff went | 
back to the Civil War period, when 


a 3% excise had been exacted on) 


the gross receipts from advertise- 
ments appearing in newspapers, 
magazines and other periodicals. 

During the five years the Civil 
War excise tax was in effect, the 
first $1,000 of receipts (later $600) 
was exempt. Newspapers with cir- 
culations under 2,000 also were 
exempt. 

At the present time, the joint 
committee staff is thinking in 
terms of a tax of 20% to 25%. The 
staff estimates that it would bring 
in about a billion dollars, and 
would produce a variety of results: 


e “The advertising of some types 
of products may be discontinued 
for the duration. Others may re- 
duce the amount of their adver- 
tising. In some cases advertising 
media would reduce their rates 
of advertising and absorb part of 
the tax. In others advertisers may 
shift to direct advertising by mail 
or by handbill in case the tax could 
not be made to apply to these types 
of advertising. 

“If the heavy tax discouraged 
the volume of advertising, the re- 
sult would be a lowering of the 
estimated tax revenue, a reduc- 
tion in demand for goods and ma- 
terials going into advertising, and 
also a reduction in the stimulus by 
advertising to cause people to buy. 

“To the extent advertising media 
reduced their rates and absorbed 
part of the excise tax, their net 
income also would be reduced and 
hence the revenue from the in- 
come tax would be reduced.” 

The staff also acknowledged that, 
“to the extent reduced volume of 
advertising resulted in reduced 
sales, the profits, of advertisers 
would be reduced and the revenue 
from the income tax would be re- 
duced. 

“Should people buy less because 
of a reduced volume of advertising, 
inflationary pressures might be 
reduced and consumer saving in- 
creased. It is even conceivable that 
the yield from other taxes might 
be increased, especially if the tax 
on advertising resulted in reduced 
expenditures for ‘good will’ adver- 
tising more or less deliberately en- 
gaged in to avoid excess profits 
and corporation income taxes.” 

The staff suggested that an ex- 
ception might be made for small 
newspapers, and for advertising 
which induces people to save— 
government bonds, insurance and 
ads of savings institutions. 


s The staff report was prepared 
under the direction of Dr. Theo- 
dore John Kreps, who had been 
on leave as professor of business 
economics at the graduate school 
of business, Stanford University, 
to serve as staff director for the 
Joint Economic Committee. 
During the 1930s, Dr. Kreps was 
chief statistician in the research 
and planning divisions of NRA and 
WPA, and was an economic ad- 
viser to the Temporary National 


Economic Committee (TNEC) un-| 


der Sen. O’Mahoney. 

According to committee sources, | 
Dr. Kreps returned to Stanford 
April 1, but continues as a con- 
sultant with the Joint Economic | 
Committee. 


dicated that the idea of an adver- 
tising tax originated at a “panel 
discussion” which members of the 
economic committee held on Jan. 
| 31 with a group of leading econ- 
| omists. 

@ The advocate of an advertising 
tax was Dr. Arthur Smithies, pro- 
fessor of economics at Harvard 
| University. Australian born, and 
a Rhodes scholar, Dr. Smithies had 
been director of the economics 
branch of the U. S. Bureau of the 
Budget for five years, before ac- 
cepting the Harvard appointment 
in 1949. 

Only two lines are devoted to 


script of the “panel discussion” 
printed by the committee. In out- 
lining his ideas of a tax program 
for “pay-as-you-go” defense, Dr. 
Smithies said: “I think there is a 
strong economic case for raising 
excise taxes on those goods, par- 
ticularly those durable goods 
which are in short supply, and 
raising the excise taxes to a very 
high degree. 

“It has been suggested to me 
that advertising might be a good 
subject for excise taxation, and I 
think this ought to be fully ex- 
plored.” 


s The economic committee's staff 
proposal is the first time in recent 
memory that an official group has 
put its name to a plan for an ad- 
vertising tax. 

Reportedly, however, a special 
agriculture subcommittee pre- 
pared a report last year recom- 
mending a curb on advertising de- 
ductions in corporate tax returns. 

The subcommittee, under Sen. 
Guy Gillette (D., Ia.), 
investigating the “spread” be- 
and the grocery store. After study- 
ing pricing policies of leading 
food processors, subcoramittee 
members approved a report which 
suggested that “appropriate com- 
mittees” consider legislation which 
would limit the amount of adver- 
tising which a company could 
charge off as a business expense 
for tax purposes. 

The subcommittee report was 
turned over to Sen. Allen J. Ellen- 
der Sr. (D., La.), chairman of the 
agriculture committee, but has 
never been presented to the full 
committee. 


PATTERSON, WHITNEY 
HIT AD TAX PLAN 

New York, April 5—The pro- 
posal of the staff of the Joint Con- 
gressional Economic Committee 
for a heavy sales tax on advertis- 
ing demonstrates “a surprising ig- 
norance of present economic con- 
ditions,” Graham Patterson, chair- 
man of the board of the Advertis- 
ing Federation of America, said 
today. 

Mr. Patterson, who is publisher 
of Farm Journal and Pathfinder, 
pointed out that there is a sur- 
plus of goods in many lines, that 
even with defense production 
civilian goods production will re- 
main extremely high, and that a 
substantial civilian economy is 
necessary to support defense costs. 


e “Advertising is a low-cost sales 
tool,” he went on. “if advertising 
were hamstrung or decreased by a 
tax, personal selling efforts would 
have to be increased at higher costs 


and finally to the consumer. Thus 
"inflation would be increased in- 
| stead of reduced. Moreover, if 
sales were lowered, unemployment 
would result not only among sales 
people but in many other fields.” 

| Nor would a 25% tax increase) 


the advertising tax in the tran-| 


had been’! 


to the retailer and manufacturer | 


LAST RITE—Only a few days before she resigned as editor of the Washington Times- 


Herald—over a disagreement with Col. 


Robert R. McCormick (center), editor and 


publisher, Chicago Tribune—Mrs. Ruth McCormick Miller laid the cornerstone for a 
new annex to house Times-Herald’s new presses. Handing gold trowel to Mrs. Miller 
is C. H. Tompkins, builder. Col. McCormick has token over her duties. 


Patterson argued, asserting that 
“advertising volume would be ser- 
iously affected. Excise taxes on 
luxury goods would bring in less 
money. Profits of corporations and 
their income tax payments would 
drop.” 


e Robert A. Whitney, president, 
National Sales Executives, assailed 
the tax as “another socialistic 
measure seeking to subjugate that 


key producer of sales which has) 


been responsible for the highest 
wages and employment in the re- 
corded history of man.” 

He invited Sen. Joseph C. 
O’Mahoney, chairman of the com- 
mittee, to the International Dis- 
tribution Conference to be held by 
NSE here in late May, to hear 
representatives of 2,000,000 sales- 
men tell how necessary advertising 
is. 


tween the cost of food at the farm | 


Zenith Officials 
Pleased by Results 
of Phonevision Test 


| (Continued from Page 1) 


films, their age, etc. However, 
March “attendance” was better 
than February viewing. 

Since the panel was selected by 
means of accepted sample selec- 
tion techniques, Zenith expects 
that the detailed tabulations will 
bring forth a number of interesting 
facts regarding the types of films 
preferred by various types of fami- 
lies, and it also has innumerable 
comments—mostly favorable— 
which were assembled by mail. 

Although observers in some in- 
stances have been unimpressed by 
the number of viewers, Zenith of- 
ficials feel that the final figures— 
especially since the films all are 
old and had played the theater cir - 
cuits—will speak for themselves. 


Westinghouse’s Plishker 
and Niederauer Promoted 


Herbert E. Plishker, manager of 
advertising and sales promotion of 
the lamp division of Westinghouse 
Electric Corp., Bloomfield, N. J., 
has been appointed manager of 
lamp sales. He succeeds Russell E. 
Ebersole, who as staff assistant to 
Ralph C. Stuart, vice-president, is 
now in charge of all commercial 
activities of the lamp division. 
Harry Niederauer, assistant adver- 
tising manager of the lamp divi- 
sion, has been named to replace 
Mr. Plishker as ad manager. 


Joins CBS Radio Sales 


Allan J. Hughes, formerly a 
presentation writer in the adver- 
tising and promotion department) 
of National Broadcasting Co., has| 
been named manager of AM ‘sales | 
presentations for Radio Sales, the) 
| radio-TV station representative | 


Quaker Oats Files 
Suit: NBC Returns 
Choice Time Slot 


Curcaco, April 5—On Tuesday 
of this week Quaker Oats Co. filed 
a suit in U. S. district court here 
asking that an injunction be is- 
sued prohibiting National Broad- 
| casting Co. from preempting time 
for two of the company’s Sunday 
TV shows on KNBH, Los Angeles. 

Two days later, Quaker Oats and 
NBC issued a joint statement say- 
ing that the suit had been “ami- 
cably settled out of court,” and 
that Quaker Oats will continue to 
occupy the same time slot, at 
least until its 13-week contract ex- 
pires July 15. 

The programs involved were| 
“Zoo Parade” and the “Gabby 
Hayes Show,” telecast over KNBH 
from 6 to 7 p.m., PST, every Sun- | 
day. 


@ The hassle over the choice Sun- | 
day time slot arose when NBC 
signed General Foods’ “Hopalong 
Cassidy” program for the 6-7 p. m. 
time. However, the network ap- 
parently overlooked the fact that 
Quaker Oats had a 13-week con- 
tract, which could only be canceled 
by notification of either party 30 
days before its July 15 expiration 
date. 

The Quaker Oats shows will go 
off for the summer on July 15, and 
General Foods will take over the 
6-7 p. m. Sunday time starting 
next fall, an NBC spokesman in 
Chicago said. 

Quaker Oats plans to continue 
sponsorship of the same shows 
next fall, and says it is “confident 
that a satisfactory time slot can be 
arranged with NBC.” 

According to Quaker Oats, nine 
days prior to April 1, NBC notified 
the cereal company that April 1 
would be the last date on which 
the present time would be avail- 
able, as the network had sold the 
time to another advertiser. A va- 
riety of substitute times was of- 
fered by NBC, but Quaker didn’t 
want to give up the choice Sunday 
spot, so it filed the injunction suit. 


Parke, Davis Elects Loynd 
Harry J. Loynd, vice-president 
in charge of domestic and Cana- 
dian sales of Parke, Davis & Co 
Detroit, manufacturing pharmacist, 
has been elected president of the 
company. He succeeds Dr. A. Wil- 
liam Lescohier, who has retired. 
Homer C. Fritsch, vice-president 
and general manager, has been 
named to the newly created posi- 
tion of executive vice-president. 


| Bloch Agency Moves Offices 
H. George Bloch Advertising Co., 


Dorrance-Waddell 


Files Petition 
in Bankruptcy 


(Continued from Page 1) 

his decision to transfer his $30,000 
note into additional stock and on 
getting more investors to come in. 
However, he said, it seemed im- 
possible to attract additional 
money into the company. Thus, 
“the only way to wind up the af- 
fair quickly was to go into volun- 
tary bankruptcy.” The meeting 
saw the bankruptcy decision made 
and Mr. Cashman recall his note. 


e According to Mr. Cashman, he 
put the $30,000 into the agency in 
December, 1949, when he was in- 
formed the cash was required “for 
recognition purposes.” He said he 
may get back about 20 cents on 
the dollar—‘“quite an interesting 
lesson.” As to future plans he is 
uncertain—“maybe I ought to go 
out and raise tomatoes.” 

Mr. Waddell, in a statement to- 
day to AA, said he submitted to 
the March 28 meeting “several 
plans for the reorganization of the 
company which were not accepted 
by the major common stockhold- 
ers (Dorrance and Cashman 
He said he had voted against 
bankruptcy action. Mr. Wadd 
said he had signed eight accou 
for the agency in six months, ‘ 
though the agency had no recog 
tion except ABP [Associated B 
iness Publications] which 
withdrawn because a statem 
was not submitted in January.” 

Mr. Waddell said there was 
reason for the agency to fold, 
added that there was “fricti 
among the officers” and that t 
company had struggled with “i: 
debtedness and mismanagem 
for years.” He said he plans to st 

“a newly financed agency on Pa 
| Ave., with several agency men w 


| known in the field.” Names of 


latter, he said, will be announ 
shortly. 


@ Ronald J. Kahn told AA 
joined the agency six weeks a 
as public relations director a 
that he added a large account t 
weeks later. He said that his co 
tract contained an option whereby 
he could buy stock in the company 
after six months. However, he said, 
he didn’t get an opportunity to 
look at the agency's books. He 
said he was consulting his attorney 
to determine if he could file suit 
against Dorrance-Waddell on the 
basis that it was already insolvent 
when he was hired. Mr. Kahn said 
he was hired by the agency at a 
time when Mr. Cashman was on 
vacation. 

Among Dorrance-Waddell's 
creditors are: 


Shorewood Press Inc., $7,339; 
Koppel Printing Co., $4,501; St. 
Louis Globe-Democrat, $2,292: 


Advertising Composition Inc., $1,- 
647; Graphic Arts, $1,153; Broad- 
casting-Telecasting, $280; and Gen- 
eral Outdoor Advertising Co., $220. 
The agency handled such clients 
as Austin-Greene Inc., New York; 
Remayne Indelible Lipstick; 
Broadcast Advertising Bureau; 
Broadcasting-Telecasting; H-R 
Representatives and Weed & Co., 
New York (both radio and TV sta- 
tion representatives); Markem 
Machine Co., Keene, N. H.; and 
National-American Wholesale 
Lumber Assn., New York. 


‘St. Louis Post- iw 
Reese Will Retire June 1 
Effective June 1, Ben H. Reese 
will retire as managing editor of 
the St. Louis Post-Dispatch. He has 
| been with the newspaper for 38 
| years, the past 13 as managing 


| division of Columbia Broadcast-| St. Louis, has moved its offices to | editor. Raymond L. Crowley, city 
Reese. 


The same committee source in-' government income in total, Mr. ing System, New York. 


101 S. Meramec, Clayton, St. Louis. | editor, 


will succeed Mr. 
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Salt Lake Adclub Asks Cleveland 


Club to Pick ‘Performance’ Winners 


Winners Chosen on Basis 
of Campaign Objectives, 
Results, Not Appearance 


| pioneered in the performance-type 
of ad awards competition, the Salt 
| Lake organization asked it to judge 
!the entries. When the Cleveland 
group agreed, the Salt Lake club 


companies selected, the awards 
were made on the basis of clearly 
stated objectives and authenticated 
advertising results. 

Receiving the awards were Ray 
M. Hendry and Sidney L. Cohen, 
associate general managers, Inter- 
mountain Theatres Inc.; Mrs. Lena 
Marie Pack, manager, FM Tran- 
scription Service; G. Z. Edwards, 
president, Kedman Co.; A. O. 
Sheldon, general manager, Tri- 


Savt Lake Crry, April 3—The Packed up the 84 entries and | State Lumber Co.; James E. Hogle, 


Salt Lake Advertising Club paid 
a unique tribute to the Cleveland 
Advertising Club in conducting its 
first annual Advertising Perform- 
ance Awards competition last 
month. 

Because the Cleveland club had 


ART DIRECTORS: READ 


Art Director & Studio News, first and only U.S. 
art direction magazine now being reod regularly 
throughout the country for its reporting of ad-art 
direction, editorial art, photography, typography, 
etc. 24th issue just out. Subscribe Now! 12 
issues, $1.50 annvally 


ART DIRECTOR & STUDIO NEWS 
39 E. 5) St., New York 22, N.Y 


shipped them to Cleveland. 

The Cleveland Advertising Club 
was only too glad to cooperate, 
feeling that the request was an 
excellent endorsement of its theory 
that ad awards should be made 
primarily on the basis of perform- 
ance, not on appearance or crafts- 
manship. 


e Six Utah companies and one in 
Colorado won the seven top per- 
formance awards, and were pre- 
sented with framed certificates at 
an awards luncheon here last 
week. 

Presented to the heads of the 
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National Representatives 
The Branham Company 


Owned and operated by 
The Commercial Appeal 


CHANNEL 4 e¢ MEMPHIS 
with NBC 


AFFILIATED 


Also affliated with 
CBS, ABC and DUMONT 


Pal) SELL MEMPHIS 


eee 


i¢-]'} NEED 


WMT 


Not two, not three, but 
only one TV station in 
Memphis. You know what 
this means. The audience 
is completely undivided, 
completely coilected for 
your selling by sight and 
sound. 


It's a big plus, this undi- 
vided audience on WMCT. 


TELEVISION SETS NOW IN THE MEMPHIS AREA 
ACCORDING TO DISTRIBUTORS’ FIGURES 


WMCT gets live cable 
shows direct from New 
York, Chicago, and other 
metropolitan centers— 
the cream of the network 
crop. NBC, CBS, ABC and 
Dumont's top shows, In 
addition, local features 
like the “Homemakers 
Show”, participating 
kitchen demonstrations, 
and other film and live 
shows, make WMCT's 
schedule one of finest 
quality. 


TELEVISION SETS NOW IN THE MEMPHIS AREA 
ACCORDING TO DISTRIBUTORS’ FIGURES 


The findings of an inde- 
pendent market research 
firm reveal that approxi- 
mately one-half of the 
more than 82,000 televi- 
sion sets in the Memphis 
area are tuned in day- 
time. 3840 interviews were 
conducted between 12:00 
noon and 6:00 p.m. Here's 
an assured audience of 
tremendous proportion. 


\ i 


Memphis ONLY. 
TV Station 


managing partner, J. A. Hogle & 
Co.; E. S. Holt, president, Utah Oil 
| Refining Co.; and representing 
|Lawrence W. Nolte, advertising 
|manager, Colorado Condensed 
Milk Co., was Richmond T. Harris, 
president, R. T. Harris Advertising 
Agency, which handles the ac- | 
count. 


} 
e In addition to the seven top per- 
formance awards, certificates of | 
achievement were presented to 33 
Salt Lake City men and women 
who participated in the planning 
| and production of the winning en- 
tries. | 
| In addition to the performance | 
| awards, 16 of the 83 entries were 
| selected as outstanding examples | 
| of advertising craftsmanship. | 
| Club President Kay W. Richins 
of Station KALL, pointed out that | 
| “with this shift in emphasis from 
‘appearance’ to ‘performance,’ the 
| Salt Lake Advertising Club hopes 
not only to perform a greater serv- 
| ice to the advertising profession 
in its area and constantly improve 
the quality of locally planned ad- 
vertising, but also to make a more | 
effective impression of advertis- 
ing’s function upon the minds of 
management.” | 


j 
|@ Following is a review of each| 
of the seven performance awards 
winners: 

1. Intermountain Theatres Inc.: This 
was a two-week advertising program for 
a holdover showing of a motion picture | 
roadshow attraction 

Objective—To keep interest alive during 
a three-week roadshow engagement. Pic- 
| ture was sold for first week with national 
ads, but depended on local holdover ad- 
vertising for success of second and third 
weeks. 

Campaign—Newspaper insertions cost- 
ing less than $500 were keyed to two 
themes: “A motion picture arch of tri- 
umph” tie-in with the theater's familiar 
arch, which spans one of the city’s busiest 
streets, carrying the picture's title; and 
aerial shots of the business district in 
which all visible spectaculars, sidewalls 
and lighted signs were retouched to carry 
the picture's title 

Results—Interest was maintained to the 
point where the second week grossed 
$3,000 more than the expected average 
and the third week $2,000 more than the 
usual expectance. Additional confidential 


| figures were included for the judges’ 
| information 
Planning and execution—Nevin Mc- 


Cord, theater manager 


@ 2. FM Transcription Service: This was | 
a program to sell recording services titled | 
“Talk-A-Letter” and “Keepsake Record- 
| ings.” 
| Objective—To sell a new service on 
the ideas of recording letters instead of | 
writing them and keeping Keepsake re- 
cordings of precious voices. | 

Campaign—A four-week campaign be- | 
fore Christmas, 1950, including 1,000 direct 
| mail postcards, four newspaper insertions 
weekly (1 col. x2") for two weeks and disc 
jockey radio spots on which sample re-)| 
| cordings were played 

Results—Dual recording studios were 
kept going constantly making Keepsake 
recordings. Scores of telephone calls re- 
corded Talk-A-Letters for shipment 
| throughout the world, including records 
| in Dutch shipped to Holland, in Swiss to 
Geneva, dozens to Korea, Japan and even 
to South Africa. The LDS Church used 
| service as consultant for Christmas 
recordings by its president, who sent out 
2,000 personally-voiced greetings. Success 
| of the campaign resulted in similar plans 
| for Valentine, Easter and Mother's Day 
promotions. 

Agency—PACK ADvisers 


@ 3. Kedman Company: Promotion of a 

| unique “Quick Wedge Screw Holding 
Screwdriver.” 

Objective—To broaden public knowl- 
edge of and demand for the product; to 
increase trade awareness of the product 
and its promotion; to build a livewire 
} network of sales representatives through- 
}out the country; to secure distribution 


through a substantial portion of the 
nation’s wholesalers. _ 
Campaign—Included sales bulletins, 


| sales organization literature, displays, ad- 
vertisements in Hardware Age, Mechanix 
| Illustrated, and The Saturday Evening 
Post, and numerous publicity releases. 
Results—Widespread national publicity 


SALT LAKE AD CLUB AWARDS—Kay W. Richins (left), president, Salt Lake Ad- 
vertising Club, presents awards for outstanding advertising performance to winners 


in the club’s first annual “performance’ 


* awards project. With Mr. Richins are, 


left to right, Nevin McCord, Centre Theater; G. Z. Edwards, Kedman Co.; Ray M. 


Hendry and S. L. Cohen, Intermountain 


Lumber Co.; and Mrs. Lena Marie Pack, 


Theotres Inc.; L. J. Kaschmitter, Tri-State 
FM Transcription Service. Other winners 


were Utah Oil Refining Co., J. A. Hogle & Co., investment firm, and Colorado 
Condensed Milk Co. 


_ 


CLEVELAND ASSISTS SALT LAKE—This special committee of Cleveland Advertising 
Club members judged the 1950 Salt Lake Advertising Awards entries. Members of 
the committee, which was set up at the request of the Salt Lake Advertising Club, 
are (left to right): Seated: Prof. H. A. Baker, John Carroll University; Miss Jane 
Kinney, B. R. Baker Co.; Barclay W. Newell, Wm. Taylor Son & Co.; Joel G. Childs, 
Jack & Heintz. Standing: Paul Neidhardt, Meldrum & Fewsmith; Wm. J. Fintze, 
Lezius-Hiles Co.; Wilmer H. Cordes, American Steel & Wire Co.; Herbert C. Hauser, 
Tower Press Inc.; Horace C. Treharne, Cleveland Advertising Club; John F. Wilson, 


Id_Echi 
old 


Carr Liggett Inc.; Kenyon St . Gris 


Co.; Walter B. Grosvenor, 


Beaumont & Hohman; Vance Chamberlin, Fenn College. 


resulted in considerable consumer interest 
and inquiry. Trade paper advertising and 
aggressive action by the stimulated sales 
organization resulted in exceptional in- 
terest in the product throughout the trade. 
Two of the largest wholesale hardware 
jobbers in the country were secured as 
distributors, along with hundreds of other 
specialty and general wholesale jobbers. 

Agency—Gardiner Advertising Services. 


@ 4. Tri-State Lumber Co.: A program 
to advertise retail building materials. 

Objective—(1) To create sales by offer- 
ing new service to customers; (2) to ac- 
quaint metropolitan Salt Lake City with 
the name “Tri-State” and the location 
of its five suburban stores 

Campaign—A “House Doctor” campaign 
running for five months, June through 
October, 1950. Two direct mailings. Three 
newspapers, ten insertions each. Three 
radio stations, total of five announcements 
per day. Point of sale signs, truck signs 
and state fair booth 

Results—Total sales originated by the 
‘House Doctor” program were more than 
double those anticipated Tabulations 
show 286 prospects secured, with 117 
closed at time of entry. Although pre- 
pared to spend as much as 10°) of gross 
sales in advertising, unusual response 
brought percentage down to a most favor- 
able 5% at close of the year 

Agency—Francom Advertising Agency. 


e 5. J. A. Hogle & Co.: This was a pro- 
motion to expand brokerage of listed 
stocks and bonds 

Objective—To educate and enlighten 
the public about the services, functions 
and products of the investment business 
and to achieve additional good will for the 
firm. 

Campaign—This was a nine-day pro- 
gram during the Utah state fair, Septem- 
ber, 1950, employing: One mailing to 900 
Utah industrialists; exhibit display in in- 
dustrial arts building; television program 
direct from exhibit; direct mail follow-up 
of inquiries received at exhibit 

Results—More than 40,000 adults saw 
the exhibit, 17,000 of them receiving pieces 
of literature. Although direct sales 


re- 
sults were a secondary objective. one 
$15,000 account and several small ones 


were opened up as 
made at the exhibit 

Planning and supervision—W. M. Smoot 
Jr. J. A. Hogle & Co. 


a result of contacts 


@ 6. Utah Oil Refining Co.: A changeover 
campaign. 


Objective—To introduce two new prod- | 


ucts—Utoco Improved gasoline and Utoco 
Premium motor oil—which replaced Pep 
88 gasoline and Vico motor oil. 
Campaign—113 newspapers; radio pro- 
grams and spots on selected Utah and 
Idaho radio stations; sports events broad- 
casts, including Pioneer League baseball 
and University of Utah football and 


basketball games; 24-sheet and 2-sheet 
posters; dealer helps and giveaway book- 
lets; regional magazines and farm papers; 
taxi posters; neon signs; employe maga- 
zines; miscellaneous publications and 
highway bulletins 

Results—1950 sales were up 15% over 
the previous year, due to the combination 
of aggressive advertising, improved prod- 
| ucts and station outlets. 
| Agency—Gillham Advertising Agency. 


@ 7. Colorado Condensed Milk Co.: A 
three-week campaign to stimulate sales 
of this premium label milk, Columbine 
evaporated milk 
Objective—Campaign was designed to 
acquaint new residents of Colorado with 
the premium plan and catalog and to 
revive interest among former users. 
Campaign—1,000-line two-color ad, fol- 
lowed by two 300-line b&w ads over a 
three-week period in three newspapers. 
Ads were couponed and keyed. Twenty 
one-minute announcements on Denver's 
KOA, daytime. Display cards and other 
blank dispensers in all grocery stores. 
Results—Returns were more than double 
those anticipated, based on the experience 
of Albers Milling Co. (like Colorado Con- 
densed, a subsidiary of Carnation Co. 
and a consistent user of self-liquidating 
premiums). Cost-per-order was lowest in 
| the company’s history. Success of this 


GROCERY INVENTORY 
in BAYONNE 


In order to further establish Bayonne, N. J., 
as Metropolitan New York's No. 1 test marker, 
THE BAYONNE TIMES is conducting a series 
| of ten-week continuing analytical studies of the 
movement of grocery store products in a cross 
| section amounting to 10 percent of all Bayonne 
retail outlets 
Send or call for complete details of current and 
contemplated grocery store surveys. 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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will be accepted. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The fourth annual Market Data Section of ADVERTISING AGE 
will appear in the May 14 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
were listed in the section, and readers of ApverTisinc Ace sent 
in requests for more than 25,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1950, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 20, 1951. 

Market data material scheduled for publication before Sept. 
1, 1951, will be listed in a “not yet published” tabulation, pro- 
vided that a 100-word description of each such item reaches 
Apvertisinc Ace before April 20. The description must include 
probable date of publication and any conditions attached to dis- 


tribution. 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertistnc Ace, 200 E. 
Illinois St., Chicago 11, with any necessary explanatory notes. 


campaign resulted in the scheduling of 
a comparable promotion in the fall of 
1950 and three more campaigns in 1951. 
Sales were higher in 1950 than 1949, while 
the industry trend was down 

Agency—R. T. Harris Advertising Agen- 
cy, Salt Lake City 


Conde Nast Names Maddock 


Helene Maddock, fashion mer- 
chandising specialist, has been 
named fabrics editor of Vogue, 
New York. 


Worrell Joins Doremus 

George D. Worrell, with Mc- 
Cann-Erickson for eight years, has 
joined Doremus & Co., New York, 
as senior copywriter. 


OGRAPHING 


Presents New Silver Pattern 
Towle Mfg. Co., Newburyport, 
Mass., will introduce a new ster- 
ling silver flatware pattern, Con- 
tour, on April 21, terming it the 
“first truly contemporary design 
offered by a major American sil- 
versmith.” Two-color pages with a 
facing column are scheduled for 
May and June issues of Better 
Homes & Gardens, Charm, Glam- 
our, House Beautiful, Ladies’ 
Home Journal, McCall's and 
Vogue. H. B. Humphrey, Alley 
& Richards, Boston, is the agency. 


McCrea Named Vice-President 

G. Brydon McCrea, manager of 
the Winnipeg office of McConnell, 
Eastman & Co., London, Ont., has 
been appointed a vice-president of 
the agency. 


Rickard Advances Magnani 

Louis Magnani, art assistant of 
Rickard & Co., New York, has been 
promoted to associate art director. 
Marie Kelleher has jeined the 
agency as traffic manager. 


Miller € 
oer 


Kellogg's Gold Medal 
Macaroni, Spaghetti 
to Bow in Midwest 


Battie Creek, Micu., April 4— 
Kellogg Co. has begun a television 
spot campaign in about 10 mid- 
| western markets and a newspaper 
drive in 30 midwestern markets 
for Gold Medal spaghetti and mac- 
aroni. Gold Medal is manufactured 
by Northern Illinois Cereal Co., 
Lockport, Ill, recently acquired 
by Kellogg. 

The campaign marks the first 
extension outside of the South for 
Gold Medal spaghetti and macaro- 
ni. In that territory, Kellogg has 
been using a 5-minute Victor 
Borge radio program over the Mu- 
tual network for both Gold Medal 
and Gro-Pup dog food. 

Cities scheduled for television 
spots (eight and ten seconds) in- 
clude Cleveland, Columbus, Day- 
ton, Johnstown, Pa., and Tulsa. 
Kellogg will enlarge the drive 
when regional distributions are 


completed. Newspaper ads will run 
close to 1,500 lines. 

Leo Burnett Co., Chicago, is the 
agency. 


Otters Guide on Use of Flag 
The United States Flag Founda- 
tion, 370 First Ave., New York 10, 
has prepared a 48-page booklet 
giving up-to-date rules of display- 
ing the flag, plus 20 chapters on 
the questions most asked of the 
foundation. The booklet, available 


at 25¢ a copy, gives both federal d 


67 


and state laws covering the misuse 
of the flag and other government 
insignia in advertising. The foun- 
dation said that a few months ago 
about 200 publications were being 
sued for such misuses. 


Armed Forces Day Is Set 
Armed Forces Day, established 

last year to replace separate days 

previously observed ky the Army, 

Navy, Marine Corps and Air Force, 

will be celebrated on May 19 un- 

der the slogan, “Defenders of Free- 
om.” 


6 Billion Dollar 


Automotive Market 


South and Southwest...your finest 
territory for Sales expansion. You get 
oT 19-state penetration through 


‘ee SOUTHERN AUTOMOTIVE JOURMAL 


806 Peachtree St., N.E., Atlauta 5, Ga. 
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of the AMERICAN BUILDER readers 


whe claimed to have purchasing 
inflvence stated that they specify 
or recommend makes 


of America’s top 
Builders, Dealers 
and Jobbers 


Now Available 


: in tor 
sorted tects from 
vertiaing Research Fou 
uit’ $92-poge eces 
tiudy of Avmegicen Bui 
- Write ten you copy 


AMERICAM QURDER 
last Monroe ft, Chicago — 


Bulb c 


)UILDER 


"The Readbook of the 
Light Construction Industry 


House Postal 
Hearing Moves 
into Last Lap 


(Continued from Page 1) 
increases, but asked for a special 
commission to investigate postal 
operating and rate-making meth- 
ods. 

The House committee expects to 
end its hearings April 13. 

During this morning’s hearing, 
Walter Fuller, chairman of the 
board of Curtis Publishing Co., 
| was repeatedly interrupted as he 
argued that “service” as well as 
“cost” should be considered in fix- 
ing postal rates. 


s At one point, Rep. George Miller 
(D., Cal.) interjected: “In the five 
years I have been on this commit- 
tee, you fellows from high places 
in the publishing business have 
never changed your tune.” 

Asserting that “there is a great 
flood of public opinion dammed 
up” against the low rates publish- 
ers are getting, Rep. Miller 
| warned: “When this flood breaks 
loose it may wash away all be- 
fore it.” 

On the previous day, Rep. Mur- 
ray (D., Tenn.), chairman of the 
committee, had accused Ed M. 
Anderson, spokesman for the Na- 
tional Editorial Assn., of inspiring 
“hundreds” of editorials in week- 
ly newspapers to intimidate mem- 
bers of Congress. 


ae The Emergency Committee of 
Small and Medium-Size Magazine 
| Publishers produced a J. K. Lasser 
study reporting that the net in- 
come of many publications is head- 
ing downward under pressure of 


increased costs. Of 207 magazines 

_analyzed, Lasser found that 38% 
| operated at a loss in 1950; 50% 
|earned less than $30,000; 9% 
, earned $30,000 to $75,000 and 3% 
earned more than $75,000. 

Under the 100% hike proposed 
in the pending legislation, Lasser 
said 44% would lose money. In 
addition, 18% would be deprived 
of from 25% to 90% of their net 
profits and 22% of from 10% to 
25% of their net profits. 

The “emergency” committee 
proposed a three-point program: 


s “First: For the immediate fu- 
ture, let second class rate increases 
be limited to 25% spread over 
three years, no more than 10% in 
any one year. 

“Second: We recommend that 
this increase have few exceptions, 
so that the revenue raised can be 
spread over wide sections of the 
publishing industry, rather than 
imposed primarily on the maga- 
zines in our category, which, we 
believe, will feel hardest the im- 
pact of the 100% figure. 

“Third: Simultaneously with 
the institution of this rate increase, 
we recommend one or both of the 
following steps: 

“A. Legislate into existence a 
postal rate commission now and 
give it ample authority and power 
to set rates for all classes of mail 
users, with the possible exception 
of first class. 

“B. If you are not ready to set 
up a postal rate commission, then 
we urge the enactment now of S. 
197, 81st Congress, the Leahy reso- 
lution for thorough study of the 
Post Office Department.” 


s Meanwhile, the Senate postal 
committee heard surprising testi- 
|}mony from the Letter Carriers 
Union. 

Deploring the fact that the de- 
partment has made no provision 


FALPACO COATED BLANKS 


help to add that extra sales punch 


to point-of- 


Both of these effective point-of-sale 
displays were produced by Chittum- 
Kidd Company of Baltimore, for 
Vick Chemical Company and the 
Chap Stick Company. 

Both were printed in five colors on 
10-ply Falpaco coated blanks, coated 
one side for letterpress. 


Falpaco Coated Blanks assure finest 
reproduction, greater contrast io 


<Q@> FALULAH 


sale displays 


color, and perfect register—a/l very 
important factors in sales effective- 
ness of a point-of-sale display. 

For more attractive and effective 
point-of-sale displays, car cards and 
calendars, standardize on Falpaco 
quality. 

Falpaco coated blanks are specially 
coated for letterpress. They are also 


specially coated for offset lithography. | 


Distributed by 
Authorized Paper Merchants 
from Coast-to-Coast 

PAPER 
COMPANY 


New York Office: 500 Fifth Avenve, New York 18 


Mills: Fitchburg, Moss. 


for a postal wage increase, William 
C. Doherty, president of the car- 
riers, asked senators to raise the 
first class rate to 4¢ to provide 
$230,000,000 of extra revenue. He 
also proposed an increase in air- 
mail rates. Postal employes are) 
seeking a $350,000,000 wage hike. 

Mr. Fuller and Thomas D’Arcy 
Brophy, appearing for the Four 
A’s, endorsed the proposal for a 
special advisory commission to de- 
vote itself exclusively to rates, but 
Rep. Robert Corbett (R., Pa.) 
warned that an independent rate 
commission would inevitably mean | 
higher rates. 


ea “If you take rate making away 
from this committee, and turn it 
over to a commission, you are in-| 
viting unwholesome things,” he 
said. “Every time we turn over a 
problem to a commission which is 
not responsible to the people, we 
provide an opportunity for cover- 
ing up inefficiency.” 

Godfrey M. Lebhar, partner of 
Lebhar-Friedman _ Publications 
(Chain Store Age, etc.), appeared 
before the committee as a repre- 
sentative of ABP, and charged that 
the proposed increase of 100% in| 
postal rates is “inequitable and 
wholly unjustified by facts.” 

First, Mr. Lebhar said, business | 
papers pay a high rate of postage, | 
averaging about 4¢ a copy and | 


ranging up to 9¢, compared to the | 


second class average per piece rate | c 


of less than six-tenths of a cent. “If 
there is any subsidy involved in} 
the delivery of our publications, | 
it is relatively small,” he pointed | 
out. 


# Second, he pointed out that the 
service to rural areas is costly, | 
with only a few metropolitan post | 
offices able to show a profit, but | 
specifically said that the mainte- 
nance of rural service is essen-| 
tial to the general welfare. “We do 
submit, however,” he went on, | 
“that those users who pay a large 
share or all of their cost of de- 
livery should not be charged with 
the losses resulting largely from 
the rendition of services for the 
general welfare. The cost of ren- 
dering such services should, under 
proper accounting practices, be 
isolated and paid for out of gener- 
al funds the same as in the case of 
other governmental services.” 
Third, that because of the small 
circulations (ABP publications 
average less than 20,000), and 
relatively small profits (many 
make less than $10,000 a year) the 
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adoption of HR 2982 would mate- 
rially reduce and in some cases 
eliminate the publications. “These 
small-circulation and highly spe- 
cialized publications must rely en- 
tirely upon the mails for delivery, 
and besides, they cannot reduce 
postal costs by having additional 
entry points in line with the prac- 
tice of many large-circulation pub- 
lications. They have no other 
means of distribution nor are they 
sold on newsstands,” he empha- 
sized. 


e Mr. Lebhar also underlined the 
importance of the publications 
when additional production for 
defense is being sought. “Any im- 
pairment in their services... 
through higher postage costs, 
would entail a serious loss to the 
American people, possibly exceed- 
ing many times over the cost of 
mailing these publications.” 

ABP, Mr. Lebhar said, has ap- 
peared before and taken the posi- 
tion that some increase in rates 
is justified, but “the rate increase 
of 100% proposed is economically 
unsound and its adoption would 
result in great harm to the pub- 
lishing industry.” 


Allied Stores Purchases 
Controlling Interest in Stern 
Controlling interest in Stern 
Bros., New York department store, 
has been sold to Allied Stores 
orp. Stern Bros.’ stockholders will 


| vote formal approval of the agree- 


ment on April 10, when they will 
be offered $24 a share for their 
stock or one share of Allied Stores 
common in exchange for each two 
shares of Stern Bros. common. 
This makes the first New York 


| outlet for Allied, operator of a 


national chain of department 
stores, the largest of which is Jor- 
dan Marsh & Co., Boston. Stern 
Bros. was founded 84 years ago. 


Promotes Arthur Marchand 


Arthur Marchand, formerly 
newsstand sales manager of Ar- 
gosy and Popular Publications, 
New York, has been named circu- 
lation director of the magazine and 
the parent company. He succeeds 
L. A. Schwartz, who resigned be- 
cause of ill health. 


CATCH THE EYE 


When you're looking for 
timely, lively, human-in- 
terest photos 1-O-O-K to 
Eye-Catchers for a wide 
variety of subjects. Write 
on letterhead for FREE 
Proofbook No. 15. 


EYE-CATCHERS, Inc. 
1OE. 38th St., N.Y. City 16 


OFFERS YOU A PRE-SELECTED MARKET FOR ALL HOME- 
WAKING AND WEALTH NEEDS — A FAMILY MARKET: 
73.4% p> OWN THEIR HOMES 
81.0% > ARE MARRIED PEOPLE 
54.3% p> HAVE ONE OR MORE CHILDREN 

Judge TODAY'S HEALTH on the facts. Ask for the 

Complete subscriber survey. 


your product with the TODAY'S HEALTH Embiem 


entity 
of Acceptance. it lends 


TODAY'S HEALTH 
535 WORTH DEARBORN STREET, CHICAGO 
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Discard Cliches, 
GE’s Robinson 


Advises Admen — 


PirtssurGH, April 5—Declaring 
that advertising men have been 
slow to orient themselves to the 
concept of a mobilization economy, 
W. H. Robinson Jr., manager, ad- 
vertising division, lamp depart- 
ment, General Electric Co., told) 
a joint meeting of the Associated 
Business Publications and the In- 
dustrial Advertising Council of | 
Pittsburgh, that “it is high time | 
we reviewed the idiom of Ameri- | 
can advertising.” 

ABP’s annual awards for indus- 
trial advertising were presented 
at the meeting. (Awards story on 
Page 6.) 

Mr. Robinson emphasized that! 

“we shall be, for some months and 
even years to come, faced with 
shortages in both consumer and 
durable goods. 
_ “Let us realize,” he said, “that, 
generally speaking, the emphasis 
will be on production, rather than 
on sales; on manufacturing, rather 
than on consumer research; on 
stockpiling, rather than on mar- 
ket development. 


@ “We all know that the fate of 
advertising in this country is 
pegged to the standard-of-living 
indexes for the nation as a whole. 
We must disabuse ourselves of the 
fallacy that this nation cannot sup- 
port a mobilization effort on the 
one hand and a reinforced high 
living standard on the other. Call 
it a ‘guns plus butter’ philosophy, 
if you will. But it is true. . . 

“It is probably going to be neces- 
sary for each and every one of us 
to take a new focus on the business 
of advertising. I believe it is high 
time to reevaluate our techniques 
and methods. I think it is high 
time we took a new look at the 
old and tired workhorse phrases 
and slogans and cliches that may 
be wearing a little thin... 


e “Future advertising programs 
must be projected and acted upon. 
New products and new product 
uses must be explained and made 
attractive. Advertising must serve 
as the connecting link between in- 
dustrial companies which, we all 
know to our sorrow, often live in 
ignorance of one another's aims. 
Advertising must use its marvelous 
techniques and media to inform 
government of developments of 
pertinent interest to the nation’s 
military. 

“There is a man-size job to be 
done,” Mr. Robinson concluded. 
“Let’s face that fact. We cannot 
slough off our obligations to our- 
selves, our industries and our 
country. Let’s buckle down to 
work—each and every last one of 
us in the advertising business—and 
start pulling our freight as it never 
has been pulled before. Only the 
blind can fail to see that the polit- 
ical, economic and military climate 
in this country is going to be ex- 
tremely unhealthy for ‘fat eats.’” 


Last Minute News Flashes | 


Philip Morris Drops "We Dare Them All' Copy 


New York, April 6—After a year of the “We Dare Them All” chal- 
lenge to the competition, Philip Morris & Co. has introduced a new 
copy theme—‘“Believe in Yourself”’—for its principal brand. Heavy 
emphasis still is given to the nose test, with smokers advised to “com- 
pare them all.” Introduced on the Horace Heidt radio show (CBS) and 
already appearing in the company’s lengthy lineup of newspapers, the 
slogan will get the saturation treatment in network and spot radio 
and television and magazines. Biow Co. handles all Philip Morris copy 
except daytime network radio, placed through Cecil & Presbrey. 


Daystrom Furniture Account to Y&R 

Cuicaco, April 6—Advertising of Daystrom Furniture, a division of 
Daystrom Inc., has been placed with the Chicago office of Young & 
Rubicam. The division manufactures tubular steel and plastic kitchen 
and dinette furniture. N. W. Ayer & Son formerly had the account. 


Domestic, Foreign Newsprint Prices Rising 

New York, April 6—Higher newsprint prices appeared certain today 
as practically all foreign producers of pulp have announced higher 
fourth quarter prices. Canadian producers have raised prices $17.50. 
to $22.50 a ton; Finnish prices are quoted $40 to $50 a ton higher, and 
Swedish pulp has gone up $75 to $110 a ton. Contract prices on Cana- 
dian bleached sulphite now range from $160 to $175 a ton, f. o. b. mill, | 
and on unbleached sulphite, $142.50 to $155. Swedish pulp is offered | 
at $255 to $290 a ton at dock here, with little price differential on 
bleached and unbleached sulphite. Finnish prices average $10 to $15 


under Swedish. Domestic prices hold at $135 to $145 a ton f. 0. b. mill. P 


&G Newscast on CBS Irks Radio Reps, 
| Already Irate at Networks’ Spot Volume 


Spot shipments in the gray market range from $250 to $280 a ton. 


Merrie Magic Cream Shampoo for Children to Bow 
New York, April 6—B. C. Colnes Co., maker of a new product called 


Merrie Magic, a tube cream shampoo for children that doesn’t irritate |T@dio representatives here this) 
the eyes, will launch a newspaper campaign in Connecticut on April; Week were becoming increasingly | 


OLD GUARD—Former chairmen of the Assn. of Notional Advertisers put on o show 


of their own at the 


‘s spring 


ing in Hot Springs, Va., and apporently 


are saying it with flowers. Back to camera is W. B. Potter, Eastman Kodak; over his 
left shoulder, Allan Brown, Bakelite Division; then Ken Dyke, Young & Rubicam; 
Stvort Peabody, The Borden Co.; Allon Preyer, Morse International; and Turner Jones, 


Coca-Cola Bottling Co. Seated behind the 


lilies is Allyn Mcintire, Pepperell Mig. Co. 


New York, Apri! 6—Some major 


) have it.” . 
Another major outlet said it had 
cleared time for the Saturday show 


16. Ads will range from 300 to 100 lines in 14 papers. Radio and TV | concerned over what they term the | but turned down the other two be- 
spots will be added within 60 days. After a four-month drive, Merrie | networks’ encroachment into spot| cause of program conflicts with 


Magic, handled by Hilton & Riggio, will be introduced throughout the 
East. 


Berkowitz to ‘Woman's Day’; Other Late News 

@ Woman's Day has made three additions to its New York advertising 
sales staff: Mortimer Berkowitz Jr., formerly with The American 
Weekly; John Veronis, Field & Stream, and Eldredge Bermingham, for- 
merly with the retail sales promotion department of Life. 


e Consolidated Sewing Machine & Supply Co., industrial sewing ma-) 
chine and supply house, will enter the consumer field with three home | 
model sewing machines made by Huskvarna, Sweden. Insertions are | 
scheduled for August or September in Good Housekeeping, Ladies’ | 
Home Journal, Woman’s Day and Woman’s Home Companion, plus co-| 


op newspaper ads and business papers. Kurk & Brown is the agency. | 


e Harvey Struthers, assistant general manager of WEEI, Boston, since | 
January, has been named general manager of the CBS owned and 
operated station. He will succeed Harold E. Fellows, who has been 
named president of the National Assn. of Radio & Television Broad- 
casters (see Page 24). 


e@ Col. George G. Shor has resumed his duties as director of plans and 
research of The American Weekly following a leave of absence to re- 
gain his health. 


e Grey Advertising, New York, has been appoirted to handle circula- 
tion and advertising promvetion for Ziff-Davis' Publishing Co. Ziff- 
Davis formerly placed the bulk of its account direct. 


e Eastern Air Lines will spend more than $1,000,000 in a drive to pro- 
mote travel over its new “Great Circle Route,” between the U.S. and 
Puerto Rico. Emphasis will be on overnight low-cost tourist service be- 
tween New York and San Juan, and six-hour daylight flights. Fletcher 
D. Richards Inc., New York, is the agency. 


e Armour Laboratories, Chicago, has started its first pharmaceutical 
campaign directed at the consumer. Time is carrying the brunt of the 
drive, with insertions every four weeks, for 26 weeks. First ad in the 
series is a b&w spread in Time’s April 9 issue. Foote, Cone & Belding, 
Chicago, is the agency. 


Stockholders Demand ‘SEP’ Take Liquor Ads 


Puitcapetpuia, April 6—Curtis; dividends have been paid for 19 
Publishing Co. today mailed a_| years, is the result of the capital 
four-page letter to 1,200 stock-' setup. 
holders, disputing the claims of a} 
group of minority stockholders|'s In the management answer, 
which threatens a proxy revolt,at| signed by Walter D. Fuller, chair- 
the annual meeting scheduled for man, and Robert E. MacNeal, 
April 18. | president, it is asserted that Mr. 


Hurd Named ‘Puck’ A. M. 

Kenneth B. Hurd, vice-president | 
and director of drug merchandis- 
ing at Federal Advertising Agen- 
cy, New York, will become adver- 
tising director of Puck—the Comic 
Weekly on April 15. This is a 
newly created position. Robert P. 
Davidson continues as general 
manager. Before joining Federal, 
Mr. Hurd was publisher and vice- 
president of American Dru . 
No successor to Mr. Hurd at Fed- 
eral has been named. 


‘Diesel Progress’ Ups Rates 
Effective May 1, b&w page rate 
for Diesel Progress, published by 
Rex W. Wadman, Los Angeles, will 
be $450. Other rates, according to 
the publisher, have increased from 
10% to 12% 


%. 


The minority group, composed 
of five stockholders said to repre- 
sent a total of 129,000 shares of 
common and 500 preferred—out of 
a total of more than 4,000,000— 
had demanded defeat of the man- 
agement’s plan to reduce directors 
from 15 to 7, amd had also de- 
manded that The Saturday Even- 
ing Post accept liquor advertising, 
which it does not now take. 

The committee is headed by Wil- 
liam G. Welsh, a private investor 
from New Bedford, Mass., who 
with his wife owns about 100,000 


| shares of stock. Mr. Welsh is seek- 


ing a place on the board, and his 
group wants to adopt a program 
to reduce gradually the “burden- 
some preferred issues,” charging 
that inability to pay dividends on 
the common stock, on which no 


Welsh asked for representation on 
the board as early as December, 
1947. Upon proposing his son 
Stanley, a broker, who had no ex- 
| perience in the publishing busi- 
|mess, the representation was de- 
nied. 

Mr. Welsh then suggested Mor- 
ton Jenks, the management letter 
| says, adding information on Mr. 
| Jenks’ career which it implies does 
not make him an acceptable board 
member. 
| The Curtis management adds 
that refusal of The Saturday Eve- 
| ning Post to accept liquor adver- 
tising is based entirely on business 
judgment. Acceptance of such ad- 
vertising might result in the loss 


of many Post readers, the letter | 
says, with resultant increases in | 


circulation costs which might more | 


radio business. 

Such relatively new network 
sales devices as NBC's Operation 
Tandem and ABC's Pyramid plan, 
both of which permit an advertis- 
er to buy sponsor billing and an- 
nouncements on several shows, 
met with no great favor in rep- 
resentative circles. 

The anxiety caused by these in- 
novations seems to be slight, how- 
ever, compared to that evoked by 
three new five-minute newscasts 
started this week over CBS by 
Procter & Gamble. The program is 
being broadcast Tuesdays at 10:25 
p. m., Thursdays at 10:30 p.m. and 
Saturdays at 7:25 p. m., all EST. 


ws Because of the staggered time 


schedule, some representatives feel 
this type of business is “contrary 


to the concept of network radio, | 


at its best,” as one of them put it. 
Which is to say, they believe the 
time should have been bought on 
a national spot basis. 

This group reportedly advised 


its stations against clearing time 


for the newscasts and seemed to 
believe some of the major stations 
would turn down the business. 
Stations queried by ADVERTISING 
Ace showed no such reluctance. 
One manager commented: “What's 
the difference between a five-min- 
ute newscast and a 15-minute 
newscast? And why shouldn't the 
business be network? Let whoever 
goes out and sells the business 


{local news programs already es- 
| tablished. 

| William J. Fagan, administrati 
| manager of network sales at C 
lumbia, said 140 of the networ 

180 stations have cleared time f 
the series. This is a good fig 
for a program offered to statio 
on a permissive clearance, as 
policy for five-minute shows is, 
| explained. 

Half of the remaining 40 turn 
down the program because t 
time is already sold to local a 
vertisers. Several of the oth 
asked for permission to run it 
a delayed broadcast, Mr. Fag 
said. 


s “The CBS newscast, as well 
ABC’s Pyramid plan sale to P& 
which also was wrapped up wi 
the sale of newscasts, are the ty 
of special deals that are unde 
mining the structure of radio 
it has been built up over t 
years,” one representative co 
mented bitterly. 
“Advertisers and agencies 
pressuring the networks for re= 
duction of rates. Networks and sta- 
tions are ostensibly resisting, while 
giving sponsors deals circumvent- 
ing the regular rates. What has 
been denied them directly, they 
are getting by indirect action. If 
these practices continue there will 
be chaos in the business and no- 
body will have any respect for the 
rate structure or the integrity of 
a station's rate card.” he predicted. 


than offset any advertising rev- 
enue gains. Holiday accepts liquor 
advertising because such advertis- 
ing “has a natural place in its col- 
umns,” the letter says. 

The management also defends 
its record of placing Curtis in a 
sound business position and in 
maintaining leadership in its field, 
and reiterates that payment of a 
dividend on common stock will be 
considered this year, and that it 
does not oppose gradual retirement 
of preferred stocks when it is wise 
to take such action. It asserts that 
reduction in the number of di- 
rectors from 15 to 7 will protect 
the company against “the disrup- 
tive consequences of such con- 
tests” as the present one. 

The Bok interests and officers 
and directors of the company rep- 
resent 1,300,000 of the corpora- 
tion’s 4,000,000 shares of common 
and preferred stock, it is reported. 


Tulsa Papers Drop Ads 
The Tulsa Tribune and World 
will publish curtailed editions for 


several days during the week of 
April 9. No advertising is being 
carried in the columns of either 
paper as a result of the inability 
of the papers’ principal newsprint 
supplier to meet its contract com- 
mitments. Newsprint borrowed 
from other papers and secured 
from other mills has been insuf- 
ficient to meet requirements. 


ABC Appoints Jack Brand 

Jack W. Brand, formerly head of 
Brand Productions, television pro- 
duction company, has been named 
executive television producer for 
the American Broadcasting Co.'s 
central division and Station 
WENR-TV, Chicago. Mr. Brand 
succeeds G. Phillip Patton, who is 
now executive producer of ABC- 
TV's “Super Circus” show. 


| Berger Named to K-F Post 
E. W. Berger, assistant general 
sales manager of the Kaiser-Fra- 
zer Corp., Willow Run, Mich., has 
been appointed to the new of 
assistant to the vice-president in 
charge of sales. Frank J. Brosnan, 
eastern sales manager, was named 
| to fill Mr. Berger’s former post, 
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FTC Takes ‘Liver’ Out 
of Carter Pills’ Name 


(Continued from Page 1) 
that the agency’s participation on 
the advertising had stopped before 
issuance of the complaint, but it 
made it clear that a definite policy 
of citing agencies as well as ad- 
vertisers would be followed here- 
after. 

The statement by John Carson, 
who was confirmed as an FTC 
commissioner at the end of Sep- 
tember, 1949, after six months in 
which his nomination was bottled 
up in the Senate because the 
former newspaper man and Co- 
operative League of the U.S.A. 
employe was considered “hostile’ 
to private business, is presented 
in full text here because of its 
important indications of the think- 
ing of the full commission: 


Statement By Commissioner 
Carson, To Accompany Order And 
Findings Of Fact 

Carter Products Inc., and its pre- 
decessor company, have through- 
out scores of years advertised and 
sold “Carter's Little Liver Pills.” 
They have advertised that the pills 


Do Your Salesmen 
Talk Too Much? 


Many otherwise able salesmen lose sales every 
day because they talk too much and too fast— 
and listen too little. The customer should be 
#iven a chance to talk and think. Robert Rawis 
has worked out the cure for this had selling 


habit in 
Silent Selling 


a 16-page booklet that many Sales Managers 
are enthusiastically buying to send to all their 
mer Samp'e copy 3c Stamps accepted. The 
UPDEGRAFY PRESS, Ltd. 925 Harwood Build- 
ing, Scarsdale, New York 


would affect the liver, would cause 
a flow of bile, would remedy and 
regulate the digestive processes, 
would invigorate the consumer and 
give to him “bounce” and “pep” 
and relieve him of “the blues,” et 
cetera, et cetera. 

Carter's Little Liver Pills were 
and are, as the findings of fact 
show, nothing more than an irrita- 
tive laxative compound. They have 
no effect on the liver, or on bile. 
They will not regulate the digestive 
processes, nor invigorate the con- 
sumer. They will, in some cases, 
purge the intestinal tract. As a 
matter of fact, all they will do is 
to give the temporary relief grow- 
ing out of laxation. The pills can- 
not be truthfully advertised as 
being unqualifiedly safe to con- 
sume. 


@ This case parades before us the 
questionable flights of fancy of an 
advertising agency. Carter Prod- 
ucts Inc., through employing the 
agency and thus approving and 
condoning its work, cannot escape 
from its responsibility. The case 
is illustrative of scores of cases 
which flow across this bench, week 
in and week out. This commission 
has encouraged and will encourage 
lawful business activity to the ex- 
tent of its authority, that of Carter 
Products Inc., as well as that of 
other corporations. But it is obli- 
gated to outlaw such conduct as is 
in evidence here. 

The commission does not believe 
that an opinion is justified in this 
case because no precedental issues 
are involved. But because of the 
importance of the case to the con- 
sumers, the commission authorized 
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The first station in California’s first city 
San Diego, California 


Chertisbe 
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with "stoy-on-top’ KFSO! 


| this company and 


me to make a statement relative to 
the case and in which would be set 
forth certain decisions as to future 
work of the commission. The find- 
ings of fact and the order as ap- 
proved by this commission state 
clearly the inhibitions placed upon 
its employes. 
The company will no longer be 
permitted to use the word “liver” 
in its advertisements, will no long- | 
er be permitted to advertise that 
these pills affect the liver, will no 
longer be permitted to tell the | 
consumer that the pills are un-| 
qualifiedly safe, will no longer | 
be permitted to influence the con- 
sumer to believe that through tak- | 
ing the pills he will have any re- 
lief other than that accomplished 
through taking an irritant laxative | 
compound. 


s In this case, as is all too often 
true when those who are guilty 
seek for escape, an effort was} 
made to charge that the commis-| 
sion was opposed to “advertising.” | 
The commission is not opposed to | 
“advertising.” Nor is any commis- 
sioner or employe of the commis- 
sion opposed to “advertising.” No 
rational man is opposed to “ad- 
vertising” or to any other legiti-| 
mate form of merchandising. Nor 
is the commission opposed to “‘self- | 
medication,” as was contended. | 
Nor is it opposed to the manufac- | 
ture and sale of laxative com- | 
pounds when the consumer is 
warned and assured of protection 
against fraud or against any con-| 
dition or practice which would be 
inimical to his health or which 
would result in the pilfering of his 
pocketbook. 

The consumer often is the un- 
just and sometimes tragic victim 
in this general field of self-medica- 
tion associated with the word “lax- 
atives.” There is evidence in this 
case, and it is impressive, that 
laxatives should not be taken con- 
tinuously, or with regularity, and 
in certain conditions only with 
extreme caution and only when a 
skilled physician orders them to be 
taken. The evidence on this point, 
however, does not constitute a pre- 
vonderance of evidence on which 
this commission must proceed. But 
the commission has acted, as will 
be hereinafter stated, to offer its 


from the unlawful practices of the | 
few. 


a The commission was asked, in 
this case, to declare that it was 
unqualifiedly unsafe to consume 
this product. The commission does 
not believe the evidence thus far 
adduced justifies such statements. 
The authority of this commission 
extends only fo false and deceptive 
advertising and practices in the 
sale and distribution in interstate 
commerce of such products. Other 
agencies of the government are 
concerned with the advancement 
and welfare of “the public health.” 
Often the obligations of the auth- 
ority conferred on the commission 
and those of other agencies of 
government become inter-related, 


| and in some degree this case is an) 


example. 

The record in this case contains 
an exceptionally fine body of fact- 
ual testimony relative to this prod- 
uct and to the effect of laxatives 
on the human system. Extensive 
research was done by some of the 
ablest of physicians and scientists 
who, without remuneration, con- 
tributed their skills that the pub- 
lic might be served. The commis- 
sion wishes to honor them and 
their service to the public interest 
by specifically naming them. They 
are as follows: 

[Here Mr. Carson inserted the 
titles and professional backgrounds 
of seven physicians and scientists 
who worked on the case: Dr. Jesse 
L. Bollman; Dr. Anton J. Carlson 
Dr. James T. Case; Dr. Andrew 
Conway Ivy; Dr. John Salem Lock- 
wood; Dr. Walter Lincoln Palmer; 
Dr. Cecelia Riegel. |] 


s This body of factual testimony 
was obtained through expenditure 
of public funds, in part, and it 
should not be permitted to beceme 
buried in government files. The 
commission has decided that it will 
be called to the attent’on of al! 
other government agencies which 
are interested and that the commis- 
sion shall thus offer to cooperate 
in making use of it for the common 
good. The commission will, here- 
after, seek every opportunity to 
make use of comparable evidence 
so that the maximum of possible 
contribution shall be made to the 


agencies in making use of all this 
tection to the consumer. 


s The advertising profession is an 
honorable profession. It has con- 
tributed, tremendously, to the sale 
and distribution of the products of 
business and thus has served the 
public interest. 


tions is an honorable business. It 
has every right to the respect had 
for the profession of medicine and 
many will agree that the medical 
profession is generally and should 
always be the most honorable of 
professions. But the time is here, in 
fact it has long passed, when those 
engaged in the manufacture and 
distribution of such preparations 
and those engaged in associated 


advertising businesses must take 
steps again, as they did some years 
ago, to rid the house of those who 


| have less regard for the truth of 


their representations to the public. 
There is every reason to believe 
that the consumers who are vic- 
tims of these practices are all too 
often the less-informed and the 
less able to protect themselves and 
their pocketbooks. They are all too 
often the consumers who are 
weakened by the fear of illness, 
and burdensome medical expenses, 
and by unemployment, and who 
thus become the ready victims of 
those who would prey upon them 
by falsely advertising medicinal 
products. 


cooperation to other government | 


evidence to give additional }To- | 


Likewise, the manufacture and) 
distribution of medical prepara- | 


consumers. We think the evidence 
| should convince anyone that un- 
| restricted consumption of laxative 
| compounds often invites injury to 
| the health of the consumer; and 
the advertising columns in many 
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publications now indicate all too 


‘clearly that the consumption of 


laxatives has become a fad or a 
craze induced by high-pressure 
advertising practices. 

The commission was asked to 
include in its order to cease and 
desist, not only Carter Products 
Inc., but the advertising agency, 
Street & Finney. The evidence 
seems to indicate that Street & 
Finney were equally culpable of 
the unlawful practices involved. 
The commission has included ad- 
vertising agencies in orders on 
some occasions, and on others it 
has not done so. The commission 
will be asked to instruct its staff 
that hereafter advertising agencies 
will be cited in every case when 
the facts warrant such action. 


@ This case also is an example of 
the cases and experiences which 
induced the commission to declare, 
as it recently did, that it will seek, 
in the future, to make every possi- 
ble use of its authority to enjoin 
such practices as these whenever 
such action is warranted in the 
public interest. This case has been 
before the commission for a long 
time. For some of the delay, the 
commission may well be responsi- 
ble, but the record in this case is 
a very long one, involved and in- 


| tricate. The day of judgment and 


penalty must be brought nearer to 
the day of commission of fraud. 
The commission is continuing to 
exert its efforts and to make use 
of its very limited funds to ac- 
complish that purpose. 


e In New York, Carter Products 
declined to make a statement on 


FTC's charges, except that “we 
will appeal the decision, of 
course.” 


The Carter case was tagged as 
an extremely important one in the 
proprietary industry (AA, Nov. 18, 
46) because the decision would 
greatly increase responsibility of 
companies selling drug products 
for self-medication, and because 
it lies in the twilight zone where 
FTC overlaps authority with the 
Food & Drug Administration. 
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Put Yourself on 


WINS spots move mountains of everything—from collar 
buttons to ‘‘Constellations’’—fast! Let us give you examples! 
WINS spots have a high Pulse but a low rate per 
thousand homes. Let us show you! 
WINS spots, in other words, sell more, cost less. 
Get the straight facts on a WINS spot buy. 
Call your WINS representative 
... see him when he calls: 
*Source: Pulse of N. Y.—Dec., 1950 
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The ONLY 5000 watt Day and Night 
Station in San Diego . . . Dial 600 
Represented Nationally by PAUL H. RAYMER CO. 


BOSTON + CHICAGO + DETROIT + LOS ANGELES + NEW YORK + SAN FRANCISCO 


This commission is ready and 
anxious to cooperate in every way 
and at all times with everyone 
interested in protecting these hon- 
|orable professions and businesses 
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Premium Sales 
for ‘51 May Hit 
$1,500,000,000 


Cuicaco, April 4—Sales pro- 
moted through the use of premi- 
ums may account for expenditures 
of $1% billion this year, compared 
with about $1% billion last year 
and $1 billion in 1949, according 
to Frank H. Waggoner, executive 
secretary of the Premium Adver- 
tising Assn. of America. The asso- 
ciation is sponsoring the 18th Na- 
tional Premium Buyers Exposition 
here this week. 

Attendance at the show was not 
up to last year’s high, but exhibi- 
tors agreed that this was more than 
compensated for by the importance 
of the buyers attending. None of 
the exhibitors questioned admitted 
to any serious shortages at present. 
However, manufacturers of metal 
and plastic products were collec- 
tively averse to making future 
commitments past June. 

At a special premium clinic, held 
in connection with the show Tues- 
day morning, the efficiency of 
part-payment coupons as com- 
pared with self-liquidating offers 
was discussed. The consensus was 
that self-liquidating types of pro- 


motion are generally more accept- | 


able. 


e New products and premiums 
were generally not in evidence at 
the exposition. For the most part, 


the tried-and-true products are | 


being given the greatest play, al- 
beit in new dress. 

Anchor Hocking Glass Corp., 
however, took the occasion to in- 
troduce to buyers its new Fire 
King oven ware. The new crystal- 
colored oven ware, which has a 
high-luster polish, will be guar- 


anteed for two years against oven | 


breakage. The introductory adver- 
tising for Fire King will break 
in magazines late next month, 


through William H. Weintraub &| 


Co., New York. 
Also on the new side is Lipettes, 


a product of Lipette Co., division | 


of Perin Products Corp., Boston. 
The advertising specialty resem- 
bles a folder of matches and con- 
tains either 15 or 8 “matchsticks” 
tipped with lipstick. Attached to 
the inside cover of each folder is 
a mirror. The company also is pro- 
ducing, in similar packages, in- 
dividual solid cologne sticks and 
Chap-Tips, for chapping or sun- 
burn. 


® The exhibition is celebrating the 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beoklet Ne. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also c some 
information about our method of han- 
dling clippings. Booklet Ne. 50 “ Maga- 
zine Clippings Aid Business” cells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 


Business Papers @ Farm Publications 


Consumer Magazines 
343 So. Dearborn St., Chicago 4 


' 


PENSIVE—That’s William Stinson, Cherry- 
Burrell Corp., and Al Buchonon, U. S. | 
Rubber Co., at the ANA spring meeting. 


: Sd rey 
premium advertising centennial. 


On display at the show are some 
of the original premiums used 100 
years ago by B. T. Babbitt Inc. in 
connection with its laundry soap. 
According to Frank Waggoner, 
Babbitt was the first user of pre- 
miums in America on a wide scale. 
In 1851 Babbitt offered litho- 
graphed cards in return for cou- 
pons from the wrappers of its 
soap. Actually, the soap was 
wrapped to carry the coupons. 
Babbitt was having difficulty in 
selling individual bars of soap, 
housewives having been used to 
buying what they needed by the 
pound from their local storekeeper 
| who cut the soap from a long strip. 
Hence the premiums. 
| In 1869 Gillies’ condensed Java 
coffee (“only half the usual 
quantity required to make a de- 
| licious cup of coffee”) was offering 
crystal pitchers as premiums. The 
price of Gillies’ coffee, inciden- 
tally, was 20¢ a pound. 


e Dukes Best cigarets, in 1889, had 
a premium offer on _ postage 
stamps. Copy on one of the small 
posters reproduced at the show 
reads: “On each card of this series 
we paste a Genuine Foreign Post- 
age Stamp from a collection of 
over a thousand varieties ranging 
jin value from one cent to two 
dollars.” 

| By 1898, Bromo Seltzer was in 
the act, offering sheet music copies 
| of “Love’s But a Dream.” And if 
you were around in 1893, Larkin 
| Soap Mfg. Co., in Buffalo, would 
gladly part with a Chautauqua 
desk or a table lamp with each 
tox of 100 cakes of Soap for $6. 


‘Pathfinder’ Appoints 3 

Wayne Hall, formerly manager 
of the New York office of Path- 
finder, has been promoted to as- 
sistant national manager in charge 
of the Chicago and Cleveland of- 
fices. T. C. Buddington, on the 
Pathfinder sales staff, has been 


Hood & Sons, Charleston, Mass, 

has been appointed assistant to 
|Ed Mitchell, assistant national 
manager of Pathfinder. Mr. Grein- 
er will be active in the retail pro- 
motion field. 


| 
| Metzger Joins Richman 
Herman Metzger, formerly with 
Beck Engraving, Philadelphia, has 
joined the staff of Mel Richman 
Studios, Philadelphia, advertising 
| art and production. 
| 
Timken Promotes Reeves 
Paul Reeves, advertising mana- 
ger of Timken Roller Bearing Co., 
Canton, O., has been appointed di- 
| rector of sales. 


MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, 


ILLINOIS 


appointed manager of the New) 
York office. Craig Greiner, form-| 
erly on the sales staff of H. P.| 


| 


| Inventory 


February Sales of Chain Stores 


February —__——-°% Gain —______2 months --__—-% Gain 

1951 1950 or Loss 1951 1950 = or Loss 

| eg . pote +218 $ R.; 523.109 $ Ry +22.0 

ceaind en 79 a +210 149,025,719 394.363 +22.0 

meer, ‘613 2 Sos 396 +26.9 55,955,901 737,192 +27.9 

94,819,014 81,028,394 417.0 187,093,356 568.628 +17.3 

. .$215,861,624 $180,076,482 +19.9 $424,398,085 $352,195,290 +20.5 

. $175,997,251 $142,298.994 423.7 — = 

esis anf .. 10,372,015 9,298,032 +115 17,735,739 15,325,881 +15.7 
*Monigomery Ward 77,572,605 63,805,037 +216 — - 
$ 10,372,015 $ 9,298,032 +115 $ 17,735,739 $ 15,325,881 +157 

..$ 13,145,702 $ 12,523,724 + 5.0 $ 26,654,586 $ 25,213,934 + 5.7 

danke $ 13,145,702 $ 12,523,724 + 5.0 $ 26,654,586 $ 25,213,934 + 57 

| Variety and Miscellaneous | 
utler Bros. .........$ 9,215,352 § 8,068,752 +14.2 § 19,377,249 § 16,513,134 +17.3 
Consolidated Retail | 

__ Pere 2,066,485 2,010,932 + 28 4,363,017 3,860,001 +13.0 
ishman, M. . 12 10.1 1,086, 923,874 +17.6 
Gamble-Skogmo Inc 8,604,601 7,249,110 +18.7 18,035,003 13,835,659 + 30.3 
Grant, W. ere § 617 + 68 27,816,813 24,320,076 +14.4 
*Green, H. L. ... - 6,222, 5,633,753 +104 — —_ 
Howard Stores Corp. 1,923,553 1,537,298 +25.1 4,110,124 3,149,360 +30.1 | 
Kinney, GR. Co. . 973,000 1,702,000 + 0.2 3,866,000 3,219,000 + 0.2 

resge, SS... 18,691,821 17,509,661 + 68 37,240,290 33,639,792 +10.7 
th Th. Uh. deascces 10,923,171 10,489,395 + 41 22,248,340 20,555,576 + 8.2) 

AE . shcwnies 6,282, 6,206,104 + 12 12,554,326 11,977,470 + 48) 
*McLellan Stores 3,190,041 3,174,769 + 0.5 — _ = 
*Mercantile Stores, 

Inc. os 7,844, 6,924,000 +13.3 — —_ -_ 
Murphy, G. C 9,652,316 8,791,222 + 9.8 19,132,009 16,993,356 +126 
Nersner 3,557,141 3,351,595 + 6.1 7,109,374 6,478,510 + 9.7 
Newberry, J. J. 9,295,750 8,265,155 +12.5 18,373,496 15,825,504 +16.1 
Penney, J. C. . 56,458, 35. 48,623,702 +16.1 120,021,671 97,193,026 +23.5) 
Rose's 5-10-25 1,167,609 1,118,712 + 43 2.296.056 2,116,686 + 84 
Shoe Corp. of Amer.ca 2,843,132 2,422,584 +174 5,543,984 4,546,590 +219 

Group Total $156,924,222 $140,692,051 +115 $323,173,811 $275,148,614 +175) 

Combined Total ..... $396,303,563 $342,590,289 +15.7 $791,962,221 $667,883,719 +18.6) 


*One month period; not included in totals. 


Ft. Wayne Becomes 11th Metropolitan Area 
to Provide Monthly Grocery Inventory 


New York, April 4—Latest city 
to be added to the roster of mar- 
kets providing a Monthly Grocery 
is Ft. Wayne, Ind., 
which has been used for many 
years by advertisers and agencies 
as a test market. In making the 
announcement, the Bureau of Ad- 
vertising, ANPA, said first reports, 
covering the December and Janu- 
ary audit periods, have just been 
issued. 


inventory project, which will pro- 
vide continuing measurement of 
consumer purchases of competitive 
brands in the metropolitan county. 

The Ft. Wayne store panel com- 
prises 35 grocery and grocery 
combination outlets, chosen by the 
progressive sampling method made 
standard with the other news- 


| paper inventory projects. 


s Product classifications currently 
covered are baked beans, bleaches, 
catsup, hot and cold cereals, scour- | 
ing powder cleansers, regular and 
instant coffee, canned dog and cat 
food, all-purpose and prepared 
flour, miscellaneous cleaning aids, 
peanut butter, puddings and des- 
serts, shortening, laundry bar and 


| toilet soap, packaged soaps and| 
The News-Sentinel and Journal- | 
Gazette will conduct the Ft. Wayne | 


synthetics, soup mixes, tea bags, | 
packaged and instant tea, tomato) 
juice, tuna fish, and floor waxes| 
and polishes. | 

Reports will be available to ad-| 
vertisers in all classifications in 
which they have brands and to 
agencies in any classification in| 
which they have accounts. 

Markets in which such research | 
is in operation, in addition to Ft. 


eoeeeeerreeeeeecee, 


71 


| Wayne, are Spokane, New York, 


Cincinnati, St. Louis, Boston, San- 
Francisco, Los Angeles, Toledo, 
Winston-Salem and Indianapolis. 


Howard James Named A. M. 
Howard W. James has been 
named advertising manager of 
Modern Swimming Pool Co., White 
Plains, N. Y. He formerly held a 
similar position with American 
Shuffleboard Co. and had been 
promotion director of American 
Shuffleboard Leagues. 


FIGURE 2 


THE REPRODUCTION 
COST OF BOTH THESE 
DRAWINGS IS 
EXACTLY THE SAME! 


Cost-wise, the addition of tone 
does not result in increased 
reproduction cost when art is 
prepared on Craftint Double- 
tone paper. Finished Double- 
tone art, although containing 
two distinct and mechanical- 
ly perfect shading tones, still 
reproduces as straight line 
work . This means an 
appreciable savings in en- 
graving costs and cleaner, 
sharper illustrations. 


CRAFIINT 


DOUBLETONE 
DRAWING PAPERS 


is a patented drawing paper 
containing two separate tones 
or patterns invisibly processed 
into the paper itself. The 
artist “brings up” these tones 
instantly with a quick flick 
of the brush. Doubletone art 
is both economical and dif- 
ferent, and is quicker to do 
than an ordinary wash draw- 
ing. See Figure 2. 
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Can you name these blonde beauties? 


Gentlemen have preferred them for years! 


They’ve been lauded and applauded on stage and screen. Their lovely 
faces have been caught by thousands of cameras. They've stared at you from 
countless newspaper and magazine pages. 


But did you really recognize Marilyn Miller, Lillian Gish and Lillian 
Russell? Or could you only name Dagwood’s delightful spouse? 


It’s Blondie, of course! And she’s one blonde you met—in the comics! 


But you are not alone. Every Sunday morning, some 18 million adults 
(and their youngsters) settle down to follow Blondie’s latest adventure in 
PUCK, the only national comic weekly. 


She’s one Sunday caller that is welcomed warmly, eagerly, week after 
week. And so are Maggie and Jiggs, Popeye, Little Iodine, Donald Duck 
(and now Hopalong Cassidy!) and all the other beloved PUCK characters! 
It wouldn’t be Sunday without them! 


It’s hard to measure the warmth of a welcome in cold statistics. But look 
at these proven facts: 4 out of 5 adults read comics. Advertising in PUCK 
gets more readers per dollar. Identical copy gets 3 to 5 times more thorough 
readers in PUCK than in top weekly magazines. (Starch) 


Outstandingly successful firms like National Carbon Co., Thos. J. Lipton, 
Inc., Westinghouse Electric Corp., and others have, for years, been consis- 
tent users of space in PUCK, The Comic Weekly. 


eeeeeeeeee How to Sell an Invisible Product! evcecoeooe 


Visking Corporation, makers of a frankfurter casing that is removed 
before the product reaches consumers, had the difficult task of “selling 
something that wasn't there.” With Puck, The Comic Weekly and Sunday 
comics as sole media in urban areas, Visking Corporation reports: frank- 
furter sales greatly increased; 72% of America’s frankfurters now cooked 
in Visking casings; hundreds of thousands of lines of packers, chain 
store and retail tie-in advertising plus millions of store displays used. 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bidg., Chicago, 406 Hearst Bidg., San Francisco 
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